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America’s 
most “wanted” 
plier... 


CHAN wey LOCK 


No. 420 


The ‘‘Want Books’’... and ringing cash registers... of 
hardware stores all over America give profitable proof 

of the growing sales of the Channellock No. 420. 
Hundreds of thousands of these handy, popular 

pliers are bought every year by mechanics and 
householders alike. They like its pipe-wrench grip... 

its all ’round usefulness. And you'll like the steady profits 
when you put America’s most ‘‘wanted”’ plier up front for 
your customers to see... ‘heft’... and buy. Let us send 
you our new Catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 








It’s easier to stock 
just one line of pliers. 


It’s PROFIT-WISE to stock the 
genuine CHANNELLOCK line. 


WLR. 








payouts 


IN THE NYLON 
CORD BUSINESS 


®@ The Easy Way 

® The Low Inventory Way 
®@ The Low Cost Way 

® The Packaged Way 

® The High Profit Way 


1 100% NYLON 
7 BRAIDED CORD 
RACK 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16", 1/4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


' Kine on 


= CORDAGE 


John H. Graham & Co. Inc. 


105 Duane St., New York 8, N. Y. 








Boost your sales 

with unusual new 
sie : 
display piece! 


Let your customers sell themselves on 
Cyclone Fiberglas Screening! Just hang this 
powerful new sales aid—made of an actual 
30 x 30-inch square of Fiberglas Screening — 
near your sales counter where it can work 
sales magic for you. Your customers will see 
it, feel it—and buy. This appealing sample 
will convince them quickly that Cyclone 
Fiberglas is the insect screening they want. 

Remember to point out these six features 
of Cyclone Fiberglas Screening: 


Never rusts — Never streaks 

Never needs painting 

is dent-proof-—Is fire-safe 

is unaffected by temperature extremes 


Call your jobber today. Order six or more 
100-foot rolls of Cyclone Fiberglas Screening 
and get this dynamic new Cyclone Fiberglas 
Screening Display free with your initial 
purchase. Act at once and get this effective Now is the best time 
sales aid in time to tie in with the Owens- to check your stock 
Corning Fiberglas Comfort Conditioned of Cyclone Aluminum, 
Home Promotion. Remember—3 big names, Bronze and Galvanized 
Cyclone Fence, United States Steel and Steel insect screening, 
Owens-Corning, further strengthen your and order what you 
sales effort. need at once. 

If your regular jobber cannot supply you 
with Cyclone Fiberglas Screening, just fill 
out and mail the handy coupon below. 


USS and Cyclone are registered trademarks 


Cyclone Fence 
Waukegan, Illinois 


Please send me complete information on USS CYCLONE FIBERGLAS 
and how | can get my sign. 


Cyclone Fence Dept. 
American Steel & Wire 
Division of 


United States Steal 


Waukegan, lil. + Sales Offices Coast to Coast 
United States Steel Export Company, Distributors Abroad ee ee eee eae eee ee ee ee ee ee ee 
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1958’s Biggest Hardware News! 


* MANY TIMES TOUGHER! Now available for the first time... and only through ARVEY! 
¢ WON'T STRETCH! R-V-Tex, the most recent polyethylene development, is FIBER- 
© TEAR-RESISTANT! GLAS REINFORCED! Won’t stretch or sag. Choice of clear or 
* WATERPROOF! black-aluminum for indoor or outdoor use. Tests prove it’s 
© SUN-RESISTANT! many times tougher than ordinary poly. May be orderedtogether 
. amen with other R-V-Lite window materials. WRITE FOR DETAILED 

INFORMATION OR ASK YOUR R-V-LITE JOBBER ABOUT 


* STANDARD SIZES or 
CUSTOM CUT! R-V-TEX TODAY! 


Arvey C ORPORATION 3500 North Kimball Avenue, Chicago 18 


SS. 
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NEW: 


Atlas 


PEG-A-PAKS 


ATLAS 
Pon-nrPak 


me 


ou 


y 


Atla 


FAIRHAVEN, MASS. °¢ 
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DISPOSABLE DISPENSERS | 


FOR 14-LB. PACKAGES 
OF NAILS AND BRADS 


Now you can order any Atlas 
l4-lb. package in this revolu- 
tionary new combination car- 
ton-dispenser. Each Peg-A-Pak 
holds 10 boxes—10 Peg-A-Paks 
of each item to a shipping case 
(weight 30 Ibs.). 


Easy to use — Just hang each 
Atlas Peg-A-Pak from tabs on 
carton. Each is a self-service 
dispenser. 


Easy to replace — When last 
box is sold, just throw away 
empty Peg-A-Pak and replace 
it with another. 


More profit—Peg-A-Pak gives 
you full profit—with fast turn- 
over and no lost selling time. 


TACK 
CORP. 


HENDERSON, KY. 





SIDE LINES 


SOMEONE CAN BENEFIT 
BY STRIKES according to the 
remarks of Joseph F. Battley, 
president of the National Paint 
& Varnish Association, in a re- 
cent bulletin of the organization. 
It is the seller of paint. He 
pointed out that “in strike areas, 
and places of seasonal employ- 
ment, our business was up con- 
siderable because thousands 
were using their ‘leisure time’ to 
paint.” 

A HARDWARE FAN FOR 
TEEN-AGE GALS could be in 
the making. The Columbia Fast- 
ener Company put out a bro- 
chure recently showing how gals 
can “dress up” some of their 
wide leather belts with such 
hardware items as door hinges, 
padlocks, hasps and hooks, 
mending plates. The way to 
fasten them on the belts is with 
rivets, which Columbia makes. 

YOU MAY HAVE A FAD- 
SELLER in stock. If you have 
ball chains in your hardware de- 
partment borrow a mannikin’s 
head from one of your neighbors 
and put one of the chains around 
its neck. Yes, this item can be 
sold as a piece of jewelry. In 
fact, Tina Louise (of the new 
motion picture, “God’s Little 
Acre”) was recently photo- 
graphed with several sizes of 
drive chains used as necklaces. 
The publicity idea was the brain- 
child of Ball Chain Manufactur- 
ing Co., Inc., in introducing 
their new catalog. 

“BUSINESS ON THE 
ROCKS is not America’s favor- 
ite drink,” stated Amos Parrish, 
Amos Parrish and Co., New 
York, at a recent retailers insti- 
tute at the University of Oregon 
in Eugene. 

A MOUNTAIN OF OLD RA- 
ZOR BLADES is expected to 
pile up due to Schick’s offer of a 
trade-in value of $7.50 toward a 
man’s electric shaver, or $5.00 
toward a lady’s electric shaver. 
Two years ago when the offer 
was made on men’s shavers the 
company had a pile almost three 
times as high as an average 
man. 

PAPER MONEY TO OPER- 
ATE VENDING MACHINES? 
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This is not an impossibility but 
an actuality according to Wil- 
liam A. Patzer, president of the 
A. B. T. Manufacturing Corp. of 
Chicago. The new device is 
called Bill Changer and was in- 
vented by Patzer. It will accept 
rumpled, creased or torn dollar 
bills even when inserted in the 
slot upside down or reversed. It 
will reject fake money of all 
kinds, bills of larger denomina- 
tions, and foreign currency... . 
This might change the looks of 
tomorrow’s hardware store. Cus- 
tomers could put dollar bills into 
such machines to buy pre-pack- 
aged items such as screws, nails, 
extension cords, builders hard- 
ware, cabinet hardware, tools, 
utensils, and a great number of 
other items. ... This might even 
do away with Sunday opening 
and still give the hardware man 
the opportunity to serve the 
week-end do-it-yourselfer. 

PRE-PACKAGE NAILS EX- 
PLOITED BY THREE PEN- 
NIES. Many hardware men are 
receiving a one-pound nail box 
with three pennies attached and 
a card that reminds dealers that 
surveys have proven that it costs 
three pennies every time they 
package and sell one pound of 
nails from bulk stock. The box 
is being sent by Northwestern 
Steel & Wire Company. 

SALES MARATHON, which 
lasted 72 hours, resulted in more 
than $17,000,000 worth of May- 
tag home laundry equipment 
sold to dealers throughout 
United States, Canada, Hawaii 
and Alaska in May. Top execu- 
tives were busy night and day 
taking phone orders. 
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COMMEN T — 


See for Yourself 


Just about the time that we were getting the editorial 
material ready for our second annual Store Improvement 
Issue, we received an invitation to participate in a clinic 
and store tour to be sponsored by the California Retail Hard- 
ware Association. 


We jumped at the chance as we missed such an opportu- 
nity last year when the Pacific Southwest Hardware Asso- 
ciation held such an event. Subsequently we wrote an 
editorial suggesting that dealers could organize their own 
tour if a group tour was not possible on their area. 


After taking this tour we are more convinced than ever 
that retailers all over the country should take group or 
individual tours. 

The forty some retailers who toured stores around San 
Francisco Bay area were very enthusiastic about the value 
of the trip. They learned how to cope with many of their 
problems. They also dropped some of the pet ideas that have 
been burdening them. They were convinced that changes in 
retailing methods would have to take place and continue to 
do so in this rapidly changing business world. 


In a way this issue is largely devoted to a “tour of stores.” 
We hope that it helps you to make your store more profit- 
able. After reading it, we might suggest that you take a 
day or two off and go visiting some other hardware stores 
and also include your competition, such as super markets, 
drug stores, department stores, discount houses and any 
place else that might sell some of your type of merchandise. 


Don’t fight ’em, learn to outsell ’em. 


Witlb Clb ein 
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WASHING1 


——By N. R. REGEIMBAL 


Aor WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Westerners Will Have to Wait At Least A Year 
For New Federal Law to Revitalize Fair Trade 


Western merchants who favor fair trade will probably have to 
wait at least another year before getting any help from Congress 


in shoring up the sagging principle. 


Congress recently held hear- 
ings on proposed solutions to the 
fair trade break down. A House 
Commerce subcommittee has 
collected testimony from more 
than 30 witnesses on a proposal 
to replace the present patchwork 
of state fair trade laws with a 
federal act permitting manufac- 
turers to enforce fair trade 
throughout the country, if they 
wish to. 

The subcommittee, headed by 
Rep. Peter F. Mack, D., III, lists 
among its members two West- 
erners, Congressmen John E. 
Moss, D., Calif., and Bruce 
Alger, R., Texas. The subcom- 
mittee is generally favorable to 
fair trade. So is the parent Com- 
merce Committee. 

But backers of new fair trade 
legislation candidly admit the 
best they can hope for this year 
is a subcommittee approval, and 
possibly full committee ap- 
proval. They don’t expect to get 
the measure to the House floor 
for its first vote this year. 

These fair trade backers in- 
clude national representatives of 
hardware dealers, as well as 
druggists, appliance manufac- 
turers, and related industries. 

They are urging businessmen 
interested in strengthening fair 
trade to use the coming congres- 
sional campaigns this summer 
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and fall (all representatives and 
one-third of the senators are up 
for re-election) to put their 
home state congressmen on the 
spot. 

Force them, if possible, to 
commit themselves to vote for 
fair trade while they’re home 
trying to secure votes, these 
sponsors urge. 

ok ok * 

RECESSION NOTES—West- 
erners are working hard at a va- 
riety of possibilities to improve 
business and incomes in the 
West... Sen. William F. Know- 
land, R., Calif. (a candidate for 
governor this year), is working 
on a new rivers and harbors 
public works program to replace 
one vetoed earlier by the Presi- 
dent ... Sen. Clinton P. Ander- 
son, D., N. M., is asking the Ad- 
ministration to increase the 
reclamation budget by more 
than $100 million, particularly 
for dams and reservoirs in Colo- 
rado, Arizona, Utah, Wyoming, 
and his home state . . . Marriner 
S. Eccles, a former chairman of 
the Federal Reserve Board and 
a Salt Lake City banker, is call- 
ing for a “prompt” $6 to $7 bil- 
lion cut in income, corporation 
and excise taxes . . . Congress 
has approved a $480 million fund 
for the Interior Department, 
which will continue national 


park improvements as well as 
land management, conservation, 
and development. 

* ok * 

FARM INCOME continues to 
be one of the bright spots in the 
economic picture 

* * * 

HOMEBUILDING is another 
bright spot ... New government 
housing legislation will pump 
some $1.8 billion extra into the 
homebuilding market this year 
... It will also lower down pay- 
ments, and help attract more 
mortgage money into the hous- 
ing market to make it easier to 
buy new and used houses—and 
to repair and modernize older 
homes. 

* Bo * 

ROADBUILDING activity 
will increase in the West over 
the next 12 months .. . New 
road building legislation passed 
this year authorizes an $800 
million speed-up in previously- 
planned construction .. . Total 
to be spent this year now will 
top $3.6 billion . . . Immediate 
allocations of part of the new 
fund set $2.6 million for Ari- 
zona; $8.6 million for Califor- 
nia; $3.2 million for Colorado; 
$2.1 million for Idaho; $3.6 
million for Montana ; $2.2 million 
for Nevada; $2.8 million for 
New Mexico; $2.9 million for 
Oregon ; $11.6 million for Texas; 
$2 million for Utah; $3 million 
for Washington, and $2.2 million 
for Wyoming ... An added $1.3 
million was recently allocated 
for improvements on roads on 
public lands in five Western 
states. 
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Self-service 
sells fasteners 


Here it is, the new Bethlehem Pacific 


Serve-Y ourself Fastener Gondola 


It’s Compact! Overall dimensions are 
50 in. high, 48 in. wide, 18 in deep. 
Storage space for up to 88 boxes of 


bac kup stoc k. 


it’s Adjustable! 12-, 16-, and 22-in. 
shelves. Additional 14-in. shelf op- 
tional. Shelves are adjustable to suit 
your needs. Bin arrangements com- 


pletely flexible. 


it’s Colorful! Bright orange with black 
trim, it’s an attractive addition to your 
store. 12-in. peg-board header strip 


shown here is optional. 


It Sells Fasteners! This neat display 
of a wide variety of fasteners, clearly 
labeled and priced, means plenty of 


profitable fastener sales 


Get full information about this brand new fastener merchandiser by writing direct to 
Manager of Industrial Fastener Sales, Bethlehem Pacific Coast Steel Corporation, 


20th and Illinois Streets, San Francisco 19, California. You'll get a prompt answer. 


BETHLEHEM PACIFIC COAST 

. . S F : : « ) 4 F 4 } 

en STEEL CORPORATION 

| Sales Offices: Los Angeles, Phoenix, San Francisco, 
Seattle, Portland, Spokane, Salt Lake City 


Display ’em better—sell 'em faster! 


BETHLEHEM PACIFIC 
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Lovejoy 

To Emcee 
Gift Show 
Breakfast 


Frank Lovejoy 


LOS ANGELES — Frank Lovejoy, 
star of stage, screen, TV and radio 
will be master of ceremonies at the 
47th California Gift Show Breakfast 
July 22 at the Cocoanut Grove in the 
Ambassador Hotel here. Lovejoy will 
be supported by Arthur Patterson, the 
man behind the Los Angeles Dodgers 
baseball club who will speak on “How 
to Get to First Base in Selling—.” 

This year’s show, which will be 
staged at the Biltmore and Ambassa- 
dor hotels, Brack Shops and Mer- 
chandise Mart, has a reported 10 per 
cent increase in exhibitors for the 
market which runs July 20-25, accord- 
ing to Trade Shows, Ltd., managers 
of the event. Hours are 9 a.m. to 
6 p.m. daily except Friday when the 
market closes at 3 p.m. 

Reason for the unusually high reg- 
istration of exhibitors at the show is 
attributed to the “increased impor- 
tance of market communication dur- 
ing this time of economic readjust- 
ment,” according to manufacturers 
and sales representatives who will 
participate in this—one of the three 
major gift shows in the United 
States. 


Ox Fibre Elects Director 


M. H. Partridge, general sales man- 
ager of the Ox Fibre Brush Company, 
Frederick, Md., was elected a director 
of the company, filling a vacancy 
caused by the death of A. R. McEwen 
last January. 

Partridge joined Ox Fibre’s New 
York office as syndicate store sales 
representative in 1931. In 1940 he 
was appointed sales manager. In 1946 
he was appointed general sales man- 
ager. 


Baker 
Appoints 
Division 
Sales 
Manager 


Richard B. 
Davis 


SAN FRANCISCO—Richard B. 
Davis has been appointed sales man- 
ager for the Industrial Supply Divi- 
sion of Baker & Hamilton, it was an- 
nounced by Wakefield Baker, presi- 
dent of the 109-year-old San Fran- 
cisco wholesale hardware, industrial 
supply and steel warehouse firm. In 
his new position, Davis will supervise 
all domestic and export industrial 
supply, heavy hardware and _ steel 
sales in the Northern California, Ore- 
gon, Nevada and Honolulu areas 
served by the organization. 

A native of Denver, Mr. Davis has 
been sales manager of the Indus- 
trial Division of Hendrie & Bolthoff 
Co., distributors of automotive, elec- 
tric and industrial supplies and steel 
warehouse products in the Rocky 
Mountain area. He joined the Denver 
firm in 1934, 


Disston Ass't S.M. 


James M. Crawford has been ap- 
pointed assistant general sales man- 
ager of the Disston division, H. K. 
Porter Company, Inc., of Philadel- 
phia, Pa. He formerly was sales man- 
ager of Lectrolite Corporation. 


Ajax Name Change 

LOS ANGELES—A change in its 
company name to Ajax Hardware Cor- 
poration instead of Ajax Hardware 
Sales Company has been announced 


by this firm. The change in name 
was made for brevity. There is no 
change in management, personnel, 
sales policy or address, which re- 
mains at 4355 Valley Blvd. 


Polson In New Building 


SEATTLE—Polson Implement Co., 
Seattle, moved recently to their new 
building at 625 Lander Street. The 
firm is a pioneer Pacific Northwest 
wholesaler of farm and garden equip- 
ment and supplies, light industrial 
equipment, pumps, and sprinkler ir- 
rigation equipment. 

The president, Robert L. Kummer, 
stated that the new headquarters 
allows integration of the company’s 
office, warehouse and service facilities 
at one location. 

Perry Polson founded the Polson 
Implement Co. at LaConnor in 1885 
before Washington became a State. 
Subsequently, the business was moved 
to Seattle in 1892. O. H. Polson 
became president and general man- 
ager in 1923 upon the death of his 
father, Perry. Mr. Polson’s son re- 
tired in 1956 after 46 years of service 
with the firm. 

Polson Implement Company with 
its long history in the Pacific North- 
west has become a member of 
HARDWARE WORLD'S 50-Year 
Club. 


Gallery Heads Cutlery Asso. 


Joseph D. Gallery, General Man- 
ager, Russell-Harrington Cutlery 
Company, Southbridge, Mass., was 
unanimously elected President of the 
American Cutlery Manufacturers 
Association at the Annual Meeting 
of the Association held at the Hotel 
Commodore, New York City, May 22, 
1958. He succeeds George J. Michel, 
vice president, H. Boker & Company, 
Inc., New York City, who becomes 
an ex-officio member of the board 
of directors, 

Also elected along with Gallery 
were: vice president—Robert S. 
Chrestensen, president, Ontario Knife 
Company, Franklinville, New York; 
treasurer—Robert U. Clemence, vice 
president, Hyde Manufacturing Com- 
pany, Southbridge, Mass. 

A. Edward Allen, president, Utica 
Cutlery Company, Utica, N. Y., was 
elected a member of the Board of 
Directors for a three-year term. 
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Rylock Expands 


SAN LEANDRO, Calif. Rylock 
Company, Ltd., has expanded its plant 
here, enlarged production facilities 
and inaugurated a multiple shift op 
eration, according to O’B. Henderson, 
vice president. 

Henderson stated that 
has been increased every month since 
December, 1957. Warehouse stocks of 
Rylock aluminum sliding windows are 
now available throughout California, 
Oregon, Nevada, Idaho and Utah. Ad 
ditional coverages in other states will 
be announced soon, according to Hen 
derson. 

Rylock entered the sliding alumi- 
num window field late last year after 
a long period of development and 
testing. 


production 


Savre Named by Westinghouse 

SAN FRANCISCO — The appoint- 
ment of Robert E. Savre as Pacific 
Coast regional manager of the port- 
able appliances division for Westing- 
house Electric Corporation was an- 
nounced by James E. Hugo, sales 
manager. Savre will make his head- 
quarters at the Western Merchandise 
Mart in San Francisco. 

Savre joined Westinghouse in 1956 
as district manager of portable ap- 
pliances in Phoenix. The next year 
he was named district manager of 
vacuum cleaners, fans, heaters and 
bed coverings for the Los Angeles 
district. 


Pabco Names Manager 


SAN FRANCISCO—D. J. Moran 
has been appointed manager, sales 
service, for the “Pabco” building ma- 
terials division of Fibreboard Paper 
Products Corporation. Moran will 
headquarter at the company’s general 
offices, 475 Brannan St. 


Western Service Speeded 


ANAHEIM, Calif—A new Russwin 
warehouse recently established here 
is expected to step up most of the 
company’s West Coast deliveries to 
about one week. Russell & Erwin 
home office in New Britain, Conn., 
will continue to handle contract items. 
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ANDREWS HOSTS FRENCH HARDWARE WHOLESALERS 


VISITING FRENCH HARDWARE 


SXECUTIVES were guests of honor at 


the Andrews Hardware and Metal Company, Los Angeles, during their four- 
week tour of the United States. D. H. Andrews (second from left), president 
of Andrews, and D. W. Andrews (fourth from right), vice president, pose with 


visitors Messieurs Bellion, Garnier, 


La Pauze, Penicant and Weber. 


Inter- 


preter Miss Paulette Pacatt, of the French Embassy in Washington, D. C., 
accompanied the group from the time of their arrival in May. The Frenchmen 
are in this country to study American techniques and procedures of wholesale 
hardware merchandising. Andrews was one of five Coast companies visited. 


PANEL AT TOY EXHIBITORS LUNCHEON 


AN OPINION about current toy business was expressed by Kenneth L. Sted- 
man (second from right), Murray-Ohio Mfg. Co., as well as many other toy 
buyers and representatives at a luncheon meeting of the Western Toy Exhibi- 
tors of the ninth floor of the Western Merchandise Mart in San Francisco. The 
event was emceed by Paul Speegle (far left), well-known San Francisco news- 
paper columnist. The show ran May 18-23. 


Cal-Dak Expands in No. Calif. 


SAN FRANCISCO —In keeping 
with the general expansion plans, 
Cal-Dak has added Niles W. Herron 
to the sales office in Northern Califor- 
nia, increasing the staff to three since 
the first of the year. He will work 
with Robert (Bob) McCarty who was 
appointed head of the Northern Cali- 
fornia office in January of this year. 

Herron has been transferred from 
the Chicago district where he was 
sales representative for Cal-Dak for 
the last year and a half. Previously 
he was an assistant territorial man- 
ager for Kimberly-Clark, Cellucotton 
Division. 


Musgrave Appointment 

Stanley Rad has been appointed 
assistant sales manager of Musgrave, 
Inc., Springfield, Ohio. Rad joined 
Musgrave in 1956 as controller. He 
previously was associated with the 
Reuben H. Donnelly Co. and Lynn 
Ruben & Co., both Chicago account- 
ing firms. 


Washington Forge S.M. 

Andrew J. Kovach has been ap- 
pointed national sales manager of 
Washington Forge, Inc., Englishtown, 
N. J. Kovach previously served as 
national accounts manager for Proc- 
tor Electric Company and Nesco. 





NEWS 





TROPHY WINNERS AT P & K GOLF TOURNAMENT 


THE WINNERS of the Third Annual Western Housewares Industry Golf 
Tournament, promoted by the San Francisco Pot & Kettle Club, display tro- 
phies which were awarded them at the dinner the same evening, June 5. Seated 
in the front row, from left, are club president Richard Grannis and treasurer 
and tournament director Calvin R. Lewis. 


Arvin Industries Consolidates Divisions 


Consolidation by Arvin Industries, 
Inc., of its Electronics and Appliances 
and furniture and housewares division 
into a single consumer products divi- 
sion has been announced by Glenn 
W. Thompson, president. 

John C. Marshall, vice president 
and general manager of the Electron- 
ics and Appliances division, will head 
the new division. 

The new consumer products divi- 
sion will have three distinct sales or- 
ganizations. Richard H. Williams, 
former director of sales for the Elec- 
tronics and Appliances division, will 
be in charge of distributor sales, han- 


dling Arvin radios, phonographs, 
portable electric heaters, automobile 
heaters, outdoor grills and ironing 
tables. 

Gordon B. Sutton, former director 
of sales for the Furniture and House- 
wares Division, will be in charge of 
sales for the new “Cadet” lines of 
ironing tables, outdoor grills, radios 
and phonographs along with the pres- 
ent lines of outdoor furniture. 

Herbert Holmes, former special 
products department sales director, 
will be in charge of the national ac- 
counts department which handles 
Arvin’s contract and private label 
products and similar accounts. 


LOW NET CHAMPIONS 


LOW NET VICTORS holding their 
trophies are, from left, club member 
Charles Poetzl, The Silex Co., and 
Russ Van Tyle, Los Angeles, who was 
a guest participant. 


Allied Gift Show Dates 

LOS ANGELES—Allied Exhibitors, 
Inc., announced that display space at 
Dallas, Texas; Denver, Colo., and the 
Phoenix, Ariz., Gift & Jewelry Shows 
have been sold out. 

The 36th show in Dallas will run 
Aug. 31-Sept. 4; the 28th Denver 
show is scheduled from Sept. 14-17; 
and the 4th Phoenix show runs Sept. 
28-30. 


Simoniz Sales Director 


Donald E. Cluck has been promoted 
to director of sales of the Simoniz 
Company, Cluck has served as general 
sales manager and division and re- 
gional manager during his 12 years 
with the company. 


NORTHERN CALIFORNIA MEMBERS OF $100,000 PYREX CLUB 


os 
% 





| ih peer 


A STEUBEN CUP, symbol of achievement and member- 
ship in the $100,000 Pyrex Club for 1957 is awarded to 
Northern California wholesalers whose orders for the year 
totaled $100,000 or more. The club was established by 
Corning Glass Works to honor those reaching this goal. 
Receiving the award for the first time are Seller Bros., 
San Francisco (left photo). Accepting the award is Seller 
Bros. president Alan Hyman (third from right) from Bob 
Ristad, Corning sales representative (third from left). 
Others are, from left, Paul Forbes, R. L. Jacobs, Seller 
Bros., Joseph A. Celaschi, manager of Pyrex Ware sales; 
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Doug Hillier, Pyrex Western district sales manager, and 
Armand Schwarts, Seller Bros. Also receiving the award 
for the first time is Baker and Hamilton, San Francisco 
(right photo). From left are Ristad, Herman Winkler, 
buyer, Baker and Hamilton; Hillier, Milton Meyer, man- 
ager, china, glass and housewares, Baker and Hamilton; 
and Celaschi. Other Northern California wholesalers 
receiving the award for 1957 included Skaggs-Stone, Oak- 
land; and M. Seller Co., San Francisco, who have received 
the award several times during the last few years. 
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BIG NEW REMINGTON 
STORE PROMOTION KIT 
AVAILABLE TO DEALERS 


Kit includes wide variety 


SPORTSMEN’S HEADQUARTERS 
of tested sales aids 


Over twenty sales aids are available to you in 


Remington's big new Fall Promotion Kit. COR Cee emuington 
Che full-color 9-piece festoon display at right GUNS AND AMMUNITION 


is just one item—an eye-stopping display 








lending itself to dozens of store arrangements. 
You can use it as a mobile, or as a window, 
wall or clothesline streamer. 

Many other items, such as new 32-page 
Remington catalogs, targets and picture story 
books are available in large quantities for 
mailings and counter giveaways. 

Let this elaborate Remington promotion 
pay off for you in increased sales during the 
top shooting and hunting months ahead. Get 
this free promotion kit simply by filling in the 


coupon below and returning it to Remington. 





Remington’s outstanding store 
promotion is backed by hard- 
hitting national advertising 


Hard-hitting Remington national advertising campaigns 
are appearing year round in the leading consumer mag- 
azines. Each campaign reaches a concentrated, able-to- 
buy audience which has proved itself a top market for 
the Remington guns and ammunition you sell. 


Sales Promotion 
Remington Arms Company, Inc. 


For complete free promotion kit Setdgapest 2, Conneetiont 
fill in coupon at right bee Please send me your FREE store promotion kit. 


Name 


emington TD = 


86 ub rat OFF 
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“NFAME ME...and you may win 
a 1958 Ford Ranchero pick-up truck 
...and a Zenith Transistor Radio! 
Contest closes midnight July 31,1958, 
so hurry... hurry... hurry!” 


5 ZENITH TRANSISTOR RADIOS will 
be awarded in each region shown on 
map. 


PLASTIC PIPE CONTEST 





OU MAY WIN A 1958 FORD 
RANCHERO PICK-UP TRUCK 





“It’s easy! Just 
NAME ME!” 


FOUR 1958 FORD RANCHEROS 





ao 





WHO'S ELIGIBLE: 


Anyone in the United States who buys 
pipe of ALATHON® 25 polyethylene resin 
from jobbers or distributors and sells to 
users. This includes retailers, plumbers, 
well drillers, ete. 


HERE’S ALL YOU DO: 

1. Detach official entry blank on your cur- 
rent shipment of pipe made of ALATHON 
25 manufactured by Anesite Company, 
Crescent Plastics, Inc., Franklin Plastics, 
Inc., Plastic Pipe & Tube Div., Plastic 
Process Company, Republie Steel Cor- 
poration and Yardley Plastics Company. 
(If you are not stocking pipe of Du Pont 
ALATHON 25, ask your jobbers or contact 
any of the manufacturers mentioned to 
learn how to get in on this exciting 
contest. 


2. Choose a name for the pipe character. 


3. Fill out and mail the self-addressed 
entry card. Entries must be postmarked 
by midnight July 31, 1958. 


HOW THE CONTEST WORKS: 
Enter as often as you wish. Submit one 
name only on each official entry card. 
All entries must be submitted in your 
own name, but that doesn’t mean you 
can't get some help in thinking of the 
names. Why not make this a family 
game? Ask the wife and kids to join 
you in suggesting names. You'll be sur- 
prised at how many names you can think 
of in only a few minutes. You don’t 


have to limit the name to one word, 
either; use two or even three. 

Prizes will be awarded for the best 
names received from each region shown 
below on map. Judging will be by an in- 
dependent organization, on the basis of 
originality and aptness of thought. If 
more than one person submits the win- 
ning name, 
awarded. Decision of the judges will be 
final. No entries will be returned, All 
entries and ideas therein become the 
property of F. I. du Pont de Nemours 
& Co, (Ine.) to be used as it sees fit. 
WINNERS WILL be notified by mail as 


soon as possible after contest closes. A 


duplicate prizes will be 


list of winners will be sent to any con- 
testant requesting same and enclosing a 
stamped, self-addressed envelope. 

Five winners have been chosen from 
each region in each of the four contests 
which closed March 31, April 20, May 
11 and June 15, respectively. An addi- 
tional five winners from each region will 
be chosen in this contest which started 
June 16 and closes midnight, July 31, 
1958. After this contest, 
will be judged for grand prizes, and a 
Ford Ranchero will be 
awarded for the best 
entry in each of the 
four regions. 


winning entries 


Contest is subject 
to federal, state, 
and local regu- 
lations. 
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BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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nig K PRESIDENT YARDLEY Cmproved 
NYLON INSERT FITTINGS 


for use with flexible plastic pipe 





INSERT THREAD ADAPTER 


Item NO. 25AN 
Threads are the maximum diameter 


~q —_ of this improved adapter that fits 
j i ae a &, _ wherever there's space for pipe 
TAKING OVER as president of the fa — Any wrench fits the multiple flats 
San Francisco Pot & Kettle Club is ‘i ' 

Bob McCarty (right), Cal-Dak Mfg. 
Co., from Richard Grannis, Grandco Whe Improved positive 
Sales, following election of officers ‘ : 
June 13 at the Merchandise Mart in 
San Francisco. Other officers elected 
were Jim Collins, Ist vice president, 
manufacturer’s rep.; Calvin’ Lewis, 
2nd vice president, Charles G. Putnam | Generous over-all length 
Co.; Tom Payton, treasurer, Cory of shank to allow for 
Corp.; Jerry Stanton, corresponding full 2” of clamping space 
secretary, The Silex Co. Board of di- 
rectors elected were Grannis; Art 
Nusbaum, Nusbaum Wholesale Hard- 
ware; Max Fisher, Mart Enterprises; 
Leon Beck, Empire Brushes, Inc., and 
Jerry Kingsley, manufacturer's rep. 


2nd Floor Club Organized 
SAN FRANCISCO—Tenants of the 
second floor at the Western Merchan- = = 
dise Mart here have organized a Sec- These new streamlined fittings are made 
ond Floor Club to further the inter- \“g of Du Pont Zytel® nylon by Yardley in 
ests Pa activities of showrooms lo- | ZS accordance with the highest quality 
cated on that floor. The showroom . 
op . A s ards. W ardley's tough cor- 
exhibitors display complete lines of QN tandards. N ith Yardl were 
gifts, china, lamps, glass, stationery, . rosion-proof nylon fittings that resist re- 
housewares and decorative accesso- 1 ell peated impact blows of 42 ft.-lbs.. there 
ries. The officers of the Club are: 
sresident—James Sebree, The Se- , ? : as 
loans vice-president—Vern Paulson It's an improved line of fittings that lets 
Robert S. Barkell Co.; secretary— NYLON IS TOUGH you reduce inventory 
Gerald T. Silvey, G. T. Silvey Co.; oe ; 
irensuven—Rew Cosdear. A. ©. fia. Yardley insert-type fittings, for use 
han Co. ; ‘ with flexible polvethylene pipe. are avail- 
The Club, which has a membership enccege oo able in sizes ranging from 1,” to 2” 
of 38 firms, will publish a 24-page, oe They are also available in high-impact 
fully illustrated catalog to be sent to INSERT ELL 7 ne Nes 1 San; 
dealers three times a year just prior Item No. 36AN nb aa ry the National Santi- 
to the February, August and special | tation Foundation. 
“Christmas Show” in October. The INSERT COUPLING 
. . Item No. 24AN 
first catalog will be ready for the 
Western Gift, China, Glass, Station- MAIL COUPON FOR MORE INFORMATION 
ery, Jewelry and Housewares Show, 


August 3-6. _ acipenTES —_ ETT et rl el | 7 
Hardware Dealer Adds Autos 
IDAHO FALLS, Ida.—The Reed | 
Hardware Store has gone into the 
automobile business. | 


sealing threads 


Shoulder protects threads = ' 


from wrench damage 


Improved thread guide gives ° Better flow 
immediate engagement characteristics 











is no longer a need to stock metal fittings 


Yardley Plastics Co. 
142 Parsons Ave., Columbus 15, Ohio 


Please send complete details about Yardley improved plastic 


fittings. 
Wallace Reed, manager of the 


store located on the outskirts of 
Idaho Falls, reports his firm has ee 7 
taken on the dealership of the Simea | Company 
line of foreign cars for the Idaho | 
Falls area. Address 

As yet, there is no room in the r 
hardware store for display space, and | City - Zone State a . ata 
the cards are on display in an adja- 
cent lot. 
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MARSHALL-NEWELL'S 
NEW HOME DESIGNED 
FOR QUICK SERVICE 


A 42,000 square foot one story building ac- 
commodating warehouse and office space with pro- 
vision for a future addition of about 25,000 square 
feet, is the new home of the Marshall-Newell 
Supply Co., distributors of industrial supplies, 
tools, valves, builders’ hardware and fasteners. 

The new home, located on a 2.6 acre site in 
South San Francisco’s Industrial Park, has park- 
ing facilities for 44 cars in front of the building 
and additional parking at the side and rear. A 
total of 75 persons are employed by the company 
which had its start in 1906, four months before 
the 1906 earthquake. 

Marshall-Newell’s customers represent the elec- 
trical, electronic and chemical fields, and the 
lumber and food processing industries from Reno 
through Modesto and Monterey in the South and 
to the Oregon border in the North. 

The interior arrangement of both office and 
warehouse is planned to permit maximum speed 
in processing and filling customer orders. A pneu- 
matic tube between office and warehouse expedites 
the handling of sales orders, while a warehouse 
conveyor speeds filling and assembly. Arrange- 
ment of stock in the warehouse has been made to 
facilitate rapid filling of orders. 

During World War I this firm moved out of 
the “nails and barrel’ operation adding to its 


NEW SYSTEM set up to process orders is examined by 
A. M. Chambliss (left), president of the company, and 
Fred Stange, warehouse foreman. 
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GOLD-PLATED SHOVEL used in the ground-breaking 
ceremonies for Marshall-Newell’s new home is held by 
A. M. Chambliss (right), president of the company. Look- 
ing on with admiration are, from left, Paul Larimer, sales 
manager; J. H. Marshall, founder of the company, and 
Earl F. Fischbeck, hardware consultant. Top photo shows 
front view of the plant. 


stocks to service the tool business, in precision 
cutting. Abrasives for the machine and tool trade 
became another specialty, and the firm became 
recognized as supply house for ship maintenance, 
machine and industrial shops. The firm carries 
more than 40,000 individual items in line with 
its objective of serving as industrial supplier. 

“The Northern California market is too dy- 
namic and the day is past when you can be all 
things to all people, so our objective is to excel 
at some things,” according to Paul Larimer, sales 
manager. 

World War II placed such a terrific demand on 
distributors, that all a house had to have was the 
telephone personnel to process the priority orders. 
The delivery order was secondary. Now the situa- 
tion has changed to more stable conditions. 

J. H. Marshall, now 90 years old, still visits 
the plant which he founded with Fred Newell 
twice a week. Newell died in 1948 and in 1955 
his son-in-law, A. M. Chambliss, joined the firm 
and succeeded Marshall as president. L. H. 
Bishop, vice president, joined the firm 40 years 
ago as a stockroom boy. 

Directors of the company include Mr. and Mrs. 
Chambliss, Marshall, Dr. Gordon Swett, Larimer, 
Bishop, Miss Mary Mecca, Charles Hoffner and 
P. H. Converse. 
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IN 
FASTENERS 
SOUTHERN IS 


fict 


Handle the full Southern line bearing 
the EZ to Ce fool proof labels for 
faster, more profitable sales . . . Your 
customers know that USA-made Southern 
Screws are dependable fasteners, 
precision-made of only the finest 
materials . . . In Phillips or slotted, 
Southern Screw quality brings customers 
back — produces more traffic, 

more profit for you! 

Write for our new Package Stock Guide. 


Address: Southern Screw Company. 
P. O. Box 1360, 
Statesville, North Carolina 


WOOD SCREWS e STOVE BOLTS 
MACHINE SCREWS & NUTS 

A, B, C & F TAPPING SCREWS 
WOOD DRIVE SCREWS 


WAREHOUSES: NEW YORK 
CHICAGO, DALLAS,LOS ANGELES 


SOLD THROUGH LEADING 
WHOLESALE DISTRIBUTORS 


SCREW COMPANY 


STATESVILLE °* NORTH CAROLINA 


For 
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Ernest F. Calvin R. 
Happoldt Lewis 
San Francisco San Francisco 


Charles G. 
Putnam 
San Francisco 


Ww. D:; 
Stewart 
Portland 


Nielson 


Los Angeles Los Angeles 


PUTNAM NEW 50-YEAR MEMBER 


HE Charles G. Putnam Co. is a youthful man- 

ufacturers’ representative sales organization, 
comparatively speaking. 

Perhaps the most youthful, in sales develop- 
ment ideas, is the founder Charles G. Putnam 
who started working in 1901 for Baker & Hamil- 
ton. This makes “Charlie” eligible for HARDWARE 
WORLD’s Western Hardware 50-Year Club. The 
membership card was presented to him sometime 
ago at a San Francisco Pot & Kettle meeting. 

A native of Santa Barbara, Putnam’s first job 
with Baker & Hamilton was on the “Buy Wagon.” 
In subsequent years he worked up through floors 
filling orders and stayed with them until the 
morning of the earthquake, April, 1906. He 
was then transferred to Baker & Hamilton’s 
branch at Sacramento for a couple of months on 
an emergency setup. In 1907, Putnam went to 
work for Charles Brown which recently passed 
its 100th year of operation in San Francisco. At 
that time he was working in the hardware de- 
partment on Van Ness Ave. until 1911. He then 
became sales representative for Durham-Duplex 
Razor Co. covering the territory from Denver 
west. 

This was a huge territory back in those days 
when horse and buggy and rails were the chief 
source of travel. Charlie used to get into some 
towns, rent a horse and buggy and go around 
calling on jobbers. 

However, Charlie became fascinated with auto- 
mobiles about this time and remained interested 
in them to this day. In fact, he owns one of only 
six experimental model Chrysler’s made back in 
1940 with an automatic control system for con- 
vertible hardtop. 

In 1922, Putnam joined Wiebusch & Hilger, 
manufacturers, manufacturers’ reps and import- 
ers of New York. He was traveling the Western 
states for them until 1931. At that time the firm 
failed and he took over some of the lines and 
formed the Charles G. Putnam Co. in 1935. 

In 1949, Ernest Happoldt joined Putnam in the 
San Francisco office. “Hap” joined his father as 
a representative for the Ox Fibre Brush Co. in 
1938. He served in the U. S. Marines for several 
years and returned to the Ox Fibre Brush Co. 
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after the war. At the time he joined the Putnam 
organization Ox Fibre had changed their sales 
policy in the West to have their lines sold by 
manufacturers’ reps. They named the Putnam 
organization their representatives for the North- 
ern California territory only. The same year, 
Putnam hired Dave Nielson to cover the South- 
ern California territory out of Los Angeles. Niel- 
son had worked for J. F. Rhoades, manufacturer 
representative company for four years before 
joining the Putnam firm. He served for several 
years in the U. S. Navy. Putnam continued in 
the Pacific Northwest for three years until 1952 
when he hired W. D. Stewart, who was then sales 
manager of Superior Rubber Co. of Chicago. The 
Putnam Co. was representing this firm on the 
Coast. Stewart took over the Northwest Pacific 
territory working out of the Portland office. At 
that time, Charlie concentrated on management 
of the firm from San Francisco. 

In 1954 Calvin R. Lewis, formerly sales promo- 
tion manager for HARDWARE WORLD, became a 
member of the San Francisco staff. He previ- 
ously served for several years with Dunham, 
Carrigan & Hayden as a salesman. 

R. L. Craig joined the firm in Los Angeles to 
assist Dave Neilson in Southern California. 

All employees of the firm are now associate 
members of the organization. 

The main office in San Francisco is located at 
1355 Market Street in the Western Merchandise 
Mart Building where there is a display of the 
merchandise represented in this territory. The 
Los Angeles firm is located at 3898 City Terrace 
Drive. In Portland, the office is located at 503 
Hughes Bldg. 

Putnam is still very well known throughout 
the hardware-housewares industry and has been 
particularly active in Pot & Kettle Clubs. He is 
probably the only one to hold presidency of both 
the local and national clubs at the same time. 

Happoldt is also a past president of the San 
Francisco Pot & Kettle Club, and Dave Neilson 
has just finished a term as president of the Los 
Angeles Pot & Kettle Club. Cal Lewis has just 
been elected second vice-president of the San 
Francisco Pot & Kettle Club. 
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“You bet there's profit in chain! 

Especially when you feature a 

complete chain section stocked « 
~ with American Chain items! 


SASH CHAIN 


For double hung windows and 
many other uses where flat 
chain is needed. Runs smooth 
ly over pulleys. In cold rolled 
steel or solid bronze. 


ELW 

CHAIN — Twist link elec- 
trical welded chain. Also in 
straight link. Bright, bright 
zinc and hot galvanized finish. 
No. 5 to 7/0 sizes. 50 and 100 
ft. lengths. 
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TENSO COW TIES 


Ina varied range of styles and 
sizes. Bright finish. 


“New ACCO packaging makes your job easier, too!” # : 


Everything about the American Chain line of hardware prod- 


ucts spells profit for you! Right now . 


<= COGRY 


. American 


offers you the golden opportunity of building a fast-turnover 
chain section stocked with all of the items your customers need 
and want. Only American Chain gives you such a vast variety of 
sizes and types for so many applications. Shown below are a few 
of the many Acco products which can be big profit-makers in 
your store. And to make your selling job easier, all of these 
items now come in compact, colorful pails, packages or cartons. 
Each container is brightly labeled for instant identification. 


Specify American when you order these items from your distributor 


ry 





SAFETY PLUMBERS’ 
CHAIN — A light flat chain 
in brass or steel. Four sizes 
2/0 to 2. In 50-ft. (cartons) 
or 500-ft. (reels). 


PROOF COIL 


For a host of regular uses ex- 
cept lifting. Open hearth basic 
steel—self colored. Hot gal- 
vanized finish. 


— 
. 
® 
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ya 
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TENSO PORCH CHAINS 
Set consists of two Y-type 
chains, two ceiling hooks, 2/0 
leader with 1/0 branches. 





Contact your American Chain 
distributor for complete informa- 
tion about these items or write 
our York, Pa., office for free Cata- 
log DH-176A and Price List R-957. 
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JACK CHAIN 
A light weldless chain with 
wide use where strength is not 
a factor. In brass or steel. 50 
ft. cartons or 500 ft. reels. 


HANDY CHAIN 
As its name implies, a chain 
of countless uses. Elwel 
Handy chain is 66-in. long— 
has snap on one end, ring on 
the other. 


COLD 
SHUTS 


For joining large sizes of 
chain. Use one size heavier 
than chain size. 3/16 to '4 in. 


TENSO CHAIN 


Light, yet strong. In bright, 
bright zinc and hot galvanized 
finish. 100 ft. in carton— 250, 
500 or 1000 ft. on reel. No. 7 
to 10/0 sizes. 


DOG CHAIN 
acco makes a 
variety of dog 
chain both in 
welded and weld- 
less styles. Ask 
your distributor 
for information. 
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COTTER PINS 


Made from cold drawn half- 
round steel wire. One end ex- 
tended for easy spreading. 
Wide selection of sizes. 


American Chain Division 


AMERICAN CHAIN & CABLE 


Bridgeport, Conn. * Factories: *York and “Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, q ? 
"Indicates Warehouse Stocks *Portiand, Ore., *San Francisco reaoe 
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S T STORE IMPROVEMENT 


Retailers Learn Who — 
What — Why — When — 
Where and How of Hard- 


ware Merchandising 





STARTING ON THE TOUR are Northern California re- 
tailers who are looking forward to see many good ideas 
in practice. 


BUSY AT THE CLINIC, 


the panel speakers about many store operation ideas. 


retailers took many notes from 


CLINIC AND STORE TOUR 


BOUT 40 hardware retailers converged on 

San Francisco on Sunday, May 18, to attend 
a Dealer Clinic at the Hotel Whitcomb. They 
came from as far north as Eureka, as far south 
as Santa Maria and as far east as Reno. 

All of them were intent to learn something 
about the hardware industry that would help them 
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improve their own operations. The response was 
quite gratifying to K. B. Jacobsen, secretary man- 
ager of the California Retail Hardware Associa- 
tion, sponsors of the event. 

The Clinic was but a part of the event. It took 
up all of Sunday afternoon. It was followed by 
a dinner for the dealers and their wives. Early 
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the next morning the entire group set out in a 
Greyhound bus to visit five retail hardware stores 
located in the San Francisco Bay Area. The two- 
day program was acclaimed by those attending 
as most worthwhile and an excellent way to find 
out how “your own business stacks up,” as one 
participant put it. 


THE CLINIC 


The president of the association, A. F. Kunkee, 
Atascadero Hardware, Atascadero, California, 
greeted the participants. The clinic was carried 
on as a panel discussion with K. Jacobsen as 
moderator. 


STORE PLANNING AND PROPER DIS- 
PLAY—Robert Griffiths, Streeter Industries, who 
handles store installations, presented this subject. 
He had a sample gondola in the room and showed 
how easy it was to rearrange such a fixture. He 
pointed out that their fixtures were built on a 
three-foot module, both wall sections and gondolas. 

From his experience he has discovered that 
store modernization increases business on an av- 
erage of about 25 per cent. This, of course, ranges 
per store from about a five per cent increase 
up to about fifty per cent in some stores, he stated. 

Each store that he has worked on had been 
planned individually as each store has its own 
problems such as the type of merchandise carried 
and the type of people living in the trading area. 


Color Is Important 


Color, he thought, was an important part of 
modernization. At present his firm recommends 
certain colors to be used on gondolas and wall 
sections for certain types of products, such as 
vellow for tools, blue for builders hardware, green 
for garden supplies, etc. 


ADVERTISING—Charles Pynchon, who has 
been in the hardware field only a few years as a 
member of Fredericksen Hardware in San Fran- 
cisco, told about his experience in trying to develop 
an effective advertising program. 

The firm mailed cards out to their charge list 
but found this did not stimulate as much business 
as they would like. This type of advertising was 
not reaching the new and the uninitiated persons 
in their shopping area. 

After some study on the matter they decided to 
concentrate on direct mail. This was expensive 
but the management believed that it was worth 
it to get their message into prospects’ hands. 

At first they decided on a budget of two per- 
cent of gross. Subsequently they raised it to 
three percent in order to increase the sales volume 
at the rate at which they were aiming. 

They hired a direct mail service company. 
The company handled the entire production and 
mailed all pieces out to “occupancy” plus their 
credit list. This saves Pynchon a lot of time that 
he can devote to other phases of planning pro- 
motions and campaigns. This has worked out so 
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well that he can now phone the copy to the service 
company and they handle the art work, layout 
and the complete job. He merely told the firm 
what budget he was shooting for with each pro- 
motion and they plan each piece accordingly. 


Sample Mailing Pieces 


He displayed several of his mailing pieces. The 
first one was printed black on deep yellow paper. 
All pieces are printed by the offset method. The 
first one was four pages (814” x 1114” page size). 
Space was left at the top of the front page for 
the address. It was mailed with a permit for 1! 
cents each. One column on page 2 was devoted 
to a list of rental tools. 

The items advertised were quite diversified 
such as cookware, dinnerware (plastic), kitchen- 
ware, power tools, paint supplies, garbage cans, 
garden supplies. Such services as sharpening and 
key making, were exploited. Charge accounts 
were solicited. Announcement was made that 
fishing licenses could be obtained at the store. 
Free tide and current tables were offered to 
vachtsmen and fishermen. Several items were 
illustrated. 

The second mailing piece was four pages, same 
page size. It was printed black on white and 
contained more illustrations mostly those obtained 
from manufacturers. Rentals and services were 
repeated in this one. 

Results up to the time of his discussion were 
satisfactory enough to continue the use of the 
program. Some mailings pull better than others 
and Pynchon concluded that it would take a little 
more experience before they could find out how, 
if ever, to make such a mailing pull consistently. 

(Continued on Following Page) 


GREETINGS from the president of the California Retail 
Hardware Association, A. F. Kunkee, Atascadero Hard- 
ware, Atascadero, Calif., was extended to participants in 
the CHRA’s first Clinic and Store Tour at the opening ses- 
sion May 18 at the Whitcomb Hotel in San Francisco. 
Seated from left are Bob Griffiths, Streeter; Krueger 
Jacobsen, CRHA manager; Ken Lewis, Orchard Supply 
Hardware, San Jose, and Ken Dempsey, Burchell, Marys- 
ville. 
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DEALER CLINIC 


Dollar Volume Increases 

BUDGET SELLING — Ken Lewis, Orchard 
Supply, in San Jose, Calif., was quite pleased with 
the results of budget credit plan used in his store. 
Their total dollar volume has increased very satis- 
factorily. 

The chief advantage of this budget plan is that 
it becomes practically a permanent charge ac- 
count with a limit. They feel they are offering 
a credit planned to fit the person’s ability to pay. 

Their firm bills the 30-day accounts on the 
first of the month and the Budget accounts on 
the 15th. This staggers the work throughout the 
month as well as bringing in cash throughout 
the month. 

The customer pays one percent service charge 
per month. 

One of the benefits of this plan is that there 
is a better understanding between the customers 
and the credit department. As a result there is 
less loss from this type of customer than those 
who use the 30-day credit. 

Even professional people in the San Jose area 
use the budget plan. It is easier for them to have 
their secretaries make a check each month rather 
than risk their credit. 

Lewis mentioned that some retailers he had 
talked to thought budget selling would replace 
other credit plans, especially the 30-day account, 
within the next ten years. 

This plan has proven to be a good traffic builder 
for Orchard Supply and the loss is very low— 
less than one-half of one percent. Lewis expects 
50 percent of the firm’s business to be done on 
Budget selling within the near future. 

Before concluding he pointed out that their 
success with the plan was due in a large measure 
to being sure that the customer fully understood 
the contract. And if necessay the contract was 
read to him. 





Offsetting Shrinking Profits 

INCENTIVE PLANS—Ken Dempsey, Burchell 
Hardware in Marysville, was quite enthusiastic 
about his incentive program and believes it is a 
very effective way to offset shrinking profits. 

This profit situation is a serious problem for 
small stores and Dempsey showed how he met 
the problem head on and stabilized his entire 
operation. 

On the expense side of the ledger, salaries rep- 
resent the biggest increase in cost of doing busi- 
ness. The whole objective of an incentive plan 
is to increase the sales per each sales employee 
enough so that the salaries will be reduced to their 
proper percentage in the cost of doing business. 

At Burchell Hardware the base salary is $312 
per month or 81% percent of gross sales, which- 
ever is larger. With this plan the salesmen have 
been earning much more than the base pay and 
occasionally some salesmen will earn as much as 
$690 per month. 

The sales people are paid twice per month, the 
base pay at one time and the difference between 
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the base pay and the total commission 15 days 
later. Each sales person was averaging around 
$3700 of gross sales per month. After the incen- 
tive plan the average increased to $5510 per 
month gross sales. 

Perhaps the secret of the plan was Dempsey’s 
method of explaining it to each employee. He 
told them “We have $30,000 stock invested in you 
and you have the same responsibility as me.” 

The firm cut the number of sales persons from 
eight down to six and they sell as much or more 
under the new plan as before. 


Cutting Down Pilferage 

PILFERAGE—Hal Abrahams, Dimmer Hard- 
ware, San Francisco, had no pilferage problem to 
speak of when he was in the furniture business. 
The articles were too big to move out unnoticed. 
However in a hardware store the problem is just 
the opposite. There are thousands of items small 
enough to be tucked away on persons’ clothing 
or in bags without detection. 

Abrahams first became aware of the problem 
after seven electric housewares items disappeared. 
He checked with several department stores and 
found that they had such merchandise wired down. 
At Dimmers these items are now attached to a 
chain allowing the prospect to hold the item one 
and one-half feet from the shelf. 

Dimmer’s store runs deep and it is hard to 
watch all parts of the store. Consequently the 
check out stand was moved up front which dis- 
couraged much of the pilferage. 

“Get a reputation for being tough,” was the 
advice that Abrahams gave. He said that it is 
advisable to prosecute heavily on pilferage and 
also follow the same plan on those persons passing 
bad checks. 

He also advised dealers to consult with the 
police as they are anxious to help and see that 
such culprits do not bother other places of busi- 
ness. 

It is very important to remove the temptation 
away from shoplifters as well as from employees. 


STOCK TURNOVER AND PROFITS — Sam 
Ziegler, City College, San Francisco, warned deal- 
ers to stop being emotional about the hardware 
business and become realistic. He has observed 
that the average hardware dealer today has al- 
most made his outlet a general store. It is advis- 
able, he thinks, to reduce stock. 

It is more important, Ziegler stated, for a store 
owner to spend his time managing rather than 
being out on the sales floor. Each firm should 
have a definite projected sales program. Esti- 
mated sales should be set up as selling season ma- 
terializes. The dealer should then check these 
figures with sales figures to see how they compare. 
Buying should be done with a definite program 
tying in with your overall sales program. 

Regarding stock turnover, Ziegler explained, 
“Your average inventory will be affected by the 
beginning inventory and the ending inventory. 
Your stock-sales ratios will help you decide your 
beginning inventory. Estimated sales, purchases, 


HARDWARE WORLD 





markdowns and other reductions will affect your 
ending inventory. Therefore, through sales con- 
trol and purchase control your ending inventory 
will make it possible for you to get your stock 
turn.” 

Why Slow Turnover? 


He gave the following causes of slow stock turn- 
over: A. Over-buying; B. Buying wrong merchan- 
dise; C. Seasonal changes; D. Too many brands; 
E. Buying from too many sources; F. Wrong 
prices; G. Too many end lines; H. Failure to take 
frequent physical inventories; I. Obsolete stock; 
J. Failure to close out when merchandise is 
wrong; K. Shopworn articles; L. Poor selling; 


M. Lack of proper stock control records; N. Fail- 
ure to carry merchandise your customers buy. 

Ziegler concluded with the following off-the- 
cuff remarks: “Retailing is hard work. Record 
keeping for merchandise planning is part of it, 
and more and more successful retailers are be- 
ginning to find this out in the competitive market. 

“If the formulae of stock-sales ratio, turnover, 
planning purchases, controlling open-to-buy has 
proven successful and profitable, and it has, then 
why not give it a trial, work with a plan real- 
istically and objectively, in cooperation with a 
good accountant and judge for yourself. The 
results will show increased profits.” 


DEALERS ON TOUR 


Bus Load of Hardware Retailers See Five San Francisco 


Bay Area Stores in Operation . . . Looked for Innovations 


It was a sunny day that retailers, HARDWARE 
WoRLD Editorial staff and members of the Cali- 
fornia Retail Hardware Association boarded a 
chartered bus for an all-day tour of stores that 
were considered “conversation pieces.” 


PASTIME HARDWARE 
EI Cerrito, Calif. 


The first stop was at Pastime Hardware in 
El Cerrito, Calif., just a few minutes away from 
downtown San Francisco, via the Oakland-San 
Francisco Bay Bridge. 

The group arrived at the store just in time for 
a coffee break. They were all surprised to see a 
coffee urn with donuts and cups neatly placed on 
a small table near the checkout stand. This is 
a regular treat for customers as noted by two 
signs within the store announcing “Free Coffee.” 

This store was established in 1947 and was 
remodeled in 1957 with Association designed fix- 
tures by Streeter. It is located in downtown 
El Cerrito and the store draws from a trading 
area of 10 to 14 miles radius. 

The store hours are Monday 8 a.m. to 9 p.m. 
Monday through Saturday. On Sunday the store 
opens at 8 a.m. and closes at 6 p.m. 

The sales area of the store is 10,000 square feet. 
It is referred to by the owners as semi-self service. 
However, all the merchandise is on display and 
most of it price-marked. 

Prepackaging was one of the features at this 
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store. Shelf hardware, fasteners, cabinet hard- 
ware, and all types of small hardware items are 
bought packaged in bags or on cards that hang 
from holders placed on Peg Board uprights on 
gondolas. 

A large paint stock is displayed on wall section 
that separates the store into two parts. It faces 
the front section. Cans of paint are stacked like 
canned goods in a supermart and carry price 
tabs placed in holders on edge of shelves. The 
department features Boysen paint and every one 
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FREE COFFEE and doughnuts were served visitors as 
soon as they arrived at Pastime Hardware in El Cerrito, 
the first stop on the store tour. Enjoying refreshments 
are from left, Dick Westphal, CRHA; H. J. Abrahams, 
Dimmer Hardware Co., San Francisco, and L. C. Hendrix, 
Loyola Hardware, Los Altos. 
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EXPLAINING PASTIME’S PAINT PRICE and _ stock 
control system is Dick Pride (right), co-owner of Pastime 
Hardware, El Cerrito, to visitors, from left, Walter Boy- 
sen, president of Boysen Paints, and C. H. Nelson, Nelson 
Hardware, Livermore. 


was surprised to meet Walter Boysen, president 
of the firm at this section. 

At the left front is a large giftware section 
which includes glassware, dinnerware plastics, 
metalware, etc. The store features a large display 
of seasonal items in its windows which are of 
the large open type. 

The back section of the store is a display ares 
for garden supplies, ladders, galvanized ware and 
also space for warehousing some stock. 


SKAGGS HARDWARE SUPERMART 


Hayward, Calif. 


All members of the tour were anxious to visit 
the next store on the tour as they had heard 
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HAND MOWER DISPLAY is examined by three visitors 
to Pastime Hardware, first stop on the five-store tour. The 
interested parties are, from left, H. P. Bunnell, Ken Demp- 
sey, both of Burchell Hardware, Marysville, and L. M. 
Brannon, Hyde Park Hardware, San Jose. 
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DESCENDING STAIRS at Skaggs Hardware Supermart, 
Hayward, are part of the contingent of tour visitors to 
get a close-up look at the merchandising methods of one 
of the newest stores in California. 


much about the store which was alleged to be a 
pilot store for an eventual chain of modern hard- 
ware supermarts. 

When they met Douglas Stone, manager of the 
store, he verified the fact that they were using 
this store on an experimental basis before em- 
barking on a series of other stores. He conducted 
part of the group through the store while one 
of his assistants took another group through. 

The store is on two levels, ground and base- 
ment. The housewares and giftwares sections 
are on the ground level. Hardware, paint, sport- 
ing goods, builders’ hardware, appliances, and 
record shop is in the lower level. 

The fixtures used on both floors were installed 
by San Francisco Wood Products Company who 
made the wooden fixtures used principally in the 





CASH REGISTER designed to handle charge accounts as 
specified by Skaggs is explained by Douglas Stone (right) 
to H. J. Abrahams (left) and H. W. Hill, Hill’s Hardware, 
Linden. 
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housewares and giftwares section. The wall sec- 
tions and some gondolas were made by Reeve Co. 

A complete story with photos will appear in 
the August issue. 


WISNOM HARDWARE 
San Mateo, Calif. 


The bus load of retailers were taken across the 
Bay again to San Mateo where they saw Wisnom 
Hardware’s new store. The block on which they 
are located was redesigned so that the buildings 
on it are in the shape of a U. The area in the 
center of the block is a parking lot for all the 
stores surrounding it. Wisnom’s place is located 
in two old buildings opposite the opening of the 
parking lot. The buildings were completely mod- 
ernized along with other buildings in the area 
making a very attractive court-like appearance 
around the three sides of the parking lot. 


50-Year Club Member 


Wisnom has become a member of HARDWARE 
WoRLD’s Fifty Year Club, as it was established 
in 1906. For years they were located at the oppo- 
site corner of the block. In fact their appliance 
section occupies the former hardware store site 
and will be operated as a separate division. 

Although the front of the stere faces “B” 
street, most of the customers drive into the park- 
ing lot and enter through the entrance on the 
parking lot side. This is an attractive entrance 
as can be seen in the photo. The store is in down- 
town San Mateo and has been able to meet the 
competition of shopping centers because of the 
parking facilities adjacent to the building. 

The store is divided into two parts. One sec- 
tion is devoted to hardware, builders’ hardware, 
household utilities, ete. There is a wide entrance 
from this section into the next one which is de- 
voted to housewares gift ware, barbecue supplies, 
dinner ware, glass ware and decorative items. 


5100 sq ft of Selling Space 


The two sections have a total selling space of 
5100 square feet, serving three towns of San 
Mateo, Burlingame and Hillsborough. 

They use newspaper advertising to reach their 
customers. 


The store makes use of all possible areas for 
displaying merchandise. This is particularly true 
of wall space that might otherwise be wasted. 
The photos accompanying this article show three 
excellent examples. One is the builders’ hardware 
corner where two walls are divided into squares 
to show special display board of locksets, forged 
iron hardware, door knockers, etc. 

(Continued on Following Page) 
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GIFTWARE DEPARTMENT is one of the most modern 
areas in the store. Mrs. Wisnom (left) takes two of the 
tour visitors through the department explaining the ar- 
rangements and what purpose it is intended to serve. 
Guests are (from right), Mrs. Gene MeMillen and Mrs. 
Hal Stober. 


cto 


REAR ENTRANCE to Wisnom’s Hardware is both at- 
tractive and inviting to customers who use the rear park- 
ing lot. The parking lot is a U-shaped arrangement with 
an entrance on one side and an exit on the other. A large 
area close to the store serves as a loading area for cus- 
tomers. 


LAMP BULBS of every size, shape and power are amply 
stocked in this one large section near the front area of the 
store creating a massive display effect. 
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LOCKSETS are dramatically displayed in corner section 
of store. All available wall space is placed into service to 
achieve the maximum decorative effect. 


Another area is the wall space by the stairway 
to the basement where stock is kept. This wall is 
covered with Peg Board and holds a compelling 
display of mail-boxes. The third wall space is 
between a window and the doorway to the park- 
ing lot. It holds a large selection of tools and 
supplies for the outdoor chef. 

Store hours are 8:30 a.m. to 5:30 p.m. Monday 
through Saturday. 


MERNER |L.UMBER AND HARDWARE 
Palo Alto, Calif. 


After lunch the group went to Merner Lumber 
and Hardware in Palo Alto to see an operation 
that caters to the do-it-yourselfer. 

The firm has a wide selection of power tools on 
display. 

Near the checkout counter were several tables 
with specially priced close-out tools. 

The store area is 5600 sq. ft. and is designed 
for semi-self service. It serves a 10-15 mile 
radius. The place is open regularly on week days 
from 7:30 a.m. to 5:30 p.m. On Friday it stays 
open until 7 p.m., and on Sunday it is open from 
9 a.m. until 3 p.m. 
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WALL SPACE, which otherwise might have been left 
bare, is put to use to display a variety of mail-boxes. The 
area leads to the stockroom located at the bottom level 
of the stairway. Thomas G. Horgan, Commercial Hard- 
ware, Reno, Nev., obliges as model for HARDWARE 
WORLD'S photographer. 


BARBECUE SUPPLIES are effectively displayed in this 
corner section immediately adjacent to the rear entrance. 
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SHADOW BOXES mounted on wall panels provide an 
artistic approach to the display of dinnerware at Don- 
nelly’s Hardware. The items above were featured as spe- 
cials and included the prices. Below shadow boxes on glass 
shelves were the store’s wide variety of dinnerware mer- 
chandise neatly arranged. 


DONNELLY'S 

Stanford Shopping Center, Palo Alto 

Donnelly’s is located in one of the Bay Area’s 
largest shopping centers adjacent to the campus 
of Stanford University. At the time that the 
group visited this store the shopping center was 
preparing for a huge Sports Festival co-sponsored 
by Sports Illustrated. Donnelly was a member 
of the committee in charge of the Festival. 

The hardware outlet was established in 1956 
and draws from a large shopping area of about 
15 to 20 miles radius. 

All merchandise is out on display and _ price- 
marked. It is considered semi-self service, al- 
though most merchandise is brought to the 
checkout stand for wrapping and payment. Only 
one corner of the store has anything resembling 
a display window. Donnelly usually uses this 
space for mass display of seasonal merchandise. 

The total selling space of the store is 6000 
square feet. The store hours are 9:30 a.m. to 
9:30 p.m. Monday and Thursday and 9:30 a.m. 
to 5:30 p.m. Tuesday, Wednesday, Friday and 
Saturday. 
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EYE-CATCHING snack tray sets greeted the customer's 
eye as he entered Donnelly’s. The trays were arranged in 
step-like fashion enabling the customer to see every set at 
initial glance. The area above where the trays are dis- 
played is approximately the center of the store’s floor 
space. 


It was just a short drive from here to Sunset 
Magazine where the group took a tour of the 
editorial and business offices of the Western pub- 
lication. They cooled off in the beautiful patio 
where refreshments were served. William Lane, 
Jr., was host along with several other members 
of the magazine’s staff. 


GIFT WRAPPING (above) is a spe- 
cial service provided Donnelly’s cus- 
tomers. A_ special ribbon dispenser 
makes the job an efficient operation 
as is evidenced by the trio at the 
counter. The entire group (left) took 
time out to pose in front of the char- 
tered bus parked at the entrance to 
the store. 





Remodeling Boosts Space, Sales 


HARDWARE dealer who has 
killed two merchandising 
“birds” with one inexpensive re- 


a, 


modeling job, is Henry L. Howse 
of Antioch, California. 
One of the birds was provision 
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PERFORATED BOARD WINDOW BACKING creates a vast amount of ver- 
tical space for building a window display at Howse Hardware Co. In addition 
to allowing room for a lot of merchandise, it also allows for easy and quick 


change of merchandise. 
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NEW FIXTURE for display of giftwares are made possible by sealing up win- 
dow on south side of store. Divider strips between sections gives the display 


an air of distinction. 
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of better and more window dis- 
play space. The other was the 
acquisition of almost an entire 
wall of new display shelving. 
Both improvements have re- 
sulted in a very substantial sales 
increase for Howse Hardware 
Co. 

The first Howse Hardware 
was established a number of 
years ago in downtown Antioch, 
a city now of about 16,000 popu- 
lation. Three years ago, Howse 
established this store ina smaller 
outlying business district of the 
city. Sales have been so satis- 
factory in the new location that 
he sold his downtown store. 

The remodeling that was com- 
pleted about June of 1957 af- 
fected primarily giftwares and 
housewares, a classification that 
accounts for about one-third of 
the store’s total sales volume. 
The owner had laid out his new 
store with a principal purpose in 
mind of making the interior of 
it clearly visible from the street. 

This was a worthy objective, 
but it necessitated a type of 
store layout that, it developed, 
had certain disadvantages. For 
one thing, it required that dis- 
plays along the long side of the 
store be set up in such a way 
that they would not obstruct the 
view of the rest of the store. 
Windows were of the backless 
variety, both along this side and 
at the front. This was still all 
right, but there was one other 
disadvantage. 

“To keep our interior clearly 
visible from the street, we had 
to display our dinner and gift 
ware on glass shelving,” ex- 
plains Howse. “That also meant 
that customers inside the store 
could very easily see out. Con- 
sequently, a customer inside 
would be examining merchan- 
dise on our glass shelves and 
would have her attention dis- 
tracted by movement in the 
street. In addition, we were not 
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able to do a really effective job 
of window display along that 
side of the store.” 

The solution was installation 
of a high partition of perforated 
display board directly back of 
the windows on that side of the 
store. From the outside, this 
board served as backing for 
some very effective window dis- 
plays of a wide variety of mer- 
chandise. 

From the inside the new ar- 
rangement made possible install- 
ation of four attractive wall dis- 
play sections. These bays are 
equipped with glass shelving on 
which are displayed both gift- 
wares and housewares. Also dis- 
played in the back compartments 
are traffic appliances which go 
logically with housewares. 

An additional advantage of the 
remodeling has been a shielding 
of the store from the sun’s rays. 
Since those windows face to the 
south, the sun used to add sev- 
eral degrees to the temperature 
of the room in Antioch’s normal- 
ly sunny climate. 

The new wall fixtures are 
equipped with fluorescent light- 
ing at the top and are painted 


dark colors to display the gift 
ware more effectively. The lights 
are left on all night, providing 
effective display illumination for 
the entire store. 


CHECKING OVER TRAFFIC APPLIANCES displayed at the back of store 


is owner Henry L. Howse. 


In developing sales volume in 
his gift and housewares depart- 
ment, the owner has concen- 
trated heavily on the nationally 
advertised franchised lines of 
dinnerware. In these, he car- 
ries two top-quality lines and 
maintains in open stock at least 
a dozen patterns in each line. 

In each pattern he keeps a big 


ONE-THIRD OF STORE’S BUSINESS is accounted for by this large selection 
of giftwares. Notice the many shelves on each fixture which allows the dis- 


play of a variety of items. 
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enough stock to fill virtually any 
item on demand. Since it nor- 
mally takes 30 to 60 days to 
get new items on reorder, that 
means that he must carry about 
24 pieces of each item in each 
pattern in his basic inventory, 
especially in the most popular 
patterns. 

In addition, the store carries 
a full variety of patterns in both 
plastic dishes and pottery. 

Even though it is now a ven- 
erable merchandising device, the 
owner finds it very profitable 
to maintain a bride’s register. 
In some cases, this results in 
drawing most of the bride’s rel- 
atives and friends to his store 
to buy the wedding gifts. In 
some cases he sells a complete 
assortment of settings in the 
pattern the bride selects, to the 
different wedding guests. 

In his recent remodeling, 
Howse installed a type of dis- 
play island that he plans to use 
for the entire store. This is 
the narrow type of island fixture 
with shelves built so that the 
sides of the fixture taper only 
slightly toward the top. It al- 
lows display of a greater amount 
of merchandise and lets the cus- 
tomer inspect the items more 
closely. 
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TWIN STORE IMPROVEMENT 


. . . Creates More Sales Volume and Increases 


Percent of Women Trade 


FIRM SLOGAN “Hardware For Everywhere” located across the front of the 
exterior of the store helps Pomona Valley Hardware to develop good will in 
the community. The slogan reinforced through use on letterheads, statements, 
business cards, and in advertising copy. 





DESIGNED FOR EASY SELF-SERVICE SHOPPING, giftware and house- 
ware items are displayed on island and wall fixtures and are set up to make 
shopping at Pomona Valley not only easy but also to make the merchandise 
attractive for impulse buying. 
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ODERN store layout creates 

new merchandising oppor- 
tunities for the independent 
hardware dealer who learns to 
use his store and fixtures effec- 
tively. For such a dealer, it will 
create new sales that the older 
merchandising techniques neg- 
lected. 

At the same time, a new tech- 
nique such as self-service is a 
two-edged sword that must be 
used with discretion, believes a 
Pomona, California hardware 
dealer who remodeled the store 
he bought in August, 1956. Since 
the remodeling, owner Paul C. 
Beck has increased sales of his 
Pomona Valley Hardware by a 
substantial amount and has real- 
ized other benefits from the new 
store layout as well. 

Progressive Sales Increase 

Pomona Valley Hardware is 
located in the downtown district 
of a city of about 60,000 popula- 
tion. After he acquired it, Mr. 
Beck spent about $12,000 to re- 
model the store, converting it 
into a modern store layout. 
While he does not have former 
volume figures as a basis for 
comparison, he knows that sales 
have shown a decided increase 
since remodeling. In fact, sales 
showed an increase of 12 to 
14% in 1957 over corresponding 
months during the last five 
months of 1956. 

The increase was achieved 
with the same store staff of nine 
employees, indicating also im- 
proved store efficiency. These 
improvements were achieved 
with a store inventory that the 
owner had reduced by about 15 
percent. 

The owner attributes the 
sales increase not just to the 
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new store fixtures but to his 
and his staff’s sales approach. 


“A self-service layout has 
many advantages, including the 
greater store efficiency that is 
promoted when customers wait 
on themselves,” observes Mr. 
Beck. “However, self - service 
selling can be overdone, and 
self-service sales are a compara- 
tively minor advantage of this 
layout, I believe. 

“The surest way to lose cus- 
tomers, I believe, is just to turn 
them loose to find the merchan- 
dise for themselves. A customer 
can do a certain amount of 
shopping for himself, but when 
he reaches the point where he 
wants service, that’s what he 
should get. When a customer 
asks one of our sales people 
where a certain item is, we just 
don’t tell him where to find it, 
we take him to it. Otherwise, 
he may have trouble finding the 
item, get irritated, and leave 
the store. 

“In fact, whenever we even 
suspect that a customer wants 
service whether he asks for it 
or not, we volunteer it. Then, 
after that sale has been com- 
pleted, the customer as often as 
not will look around the store 
and find another item to buy.” 

It is this shopping pattern, 
in fact, that Mr. Beck believes 
is the most sales-productive 
under a_ self-service set-up. 
(Continued on Following Page) 
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POWER TOOLS, both floor and hand 
electric, are displayed (upper photo) 
behind window. Store owner Paul C. 
Beck (right) shows merchandise to 
customer in lower photo. 


KEEPING MERCHANDISE CLEAN 
and dust-free is part of Pomona Val- 
ley Hardware’s daily routine to in- 
sure customer response to all items 
displayed. Store employee (photo on 
left) sees to it that this small but im- 
portant job is done. 
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Customers will in most cases 
come in looking for a specific 
item, buy it, then look at other 
merchandise before they leave. 
Secause all items are laid out on 
open fixtures, impulse sales are 
stimulated. 

Mr. Beck was able to increase 
sales while reducing inventory 
because he actually broadened 
their variety. He did _ this 
through the use of modern 
fixtures that permit him to place 
most of his merchandise directly 
onto the sales floor and to buy 
in smaller quantities. Since the 
store is located so close to its 
sources of supply, replacement 
merchandise can be delivered 
swiftly. 

Improvements effected at the 
time of remodeling included a 
new store front. New lighting 


fixtures have greatly increased 


the intensity of illumination. 
Display fixtures are of the per- 
forated metal type made by 
M & D Store Fixtures, Inc. 

Pomona Valley Hardware 
carries a well rounded general 
hardware stock, with an excep- 
tionally good inventory in house- 
wares and gift ware. Mr. Beck 
has had his discount store com- 
petition especially in mind in 
this connection. 

“Discount houses cannot af- 
ford to stock anything like the 
variety in housewares and gift 
ware that a neighborhood hard- 
ware store can,” he says. “This 
department accounts for abou' 
25% of our total volume yearly, 
and close to 65% at Christmas. 
And _ profit margins remain 
good.” 

Mr. Beck has made conserva- 
tively effective use of adver- 


tising in building store volume. 
He uses newspaper display and 
direct mail. For the latter, he 
mails catalogs in color furnished 
by a supplier twice a year. On 
Christmas 1957, he mailed out 
5,000 of these at a cost to him of 
$300. 

To spread his advertising 
budget more effectively, Mr. 
Beck selects his districts for 
these direct mailings carefully. 
He cannot cover the entire area 
economically, so concentrates 
principally on the newer dis- 
tricts, but with a seattering of 
mailings to the older districts 
as well. With successive mail- 
ings, he concentrates on different 
districts from his’ previous 
mailing. In this way, he intro- 
duces his store to residents of 
the Pomona area in general. 


Second Store Increases Efficiency 


A “face-lifting” operation has 
also changed the appeal of an 
old-line hardware store in La- 
Verne, California. It was ac- 


quired in May, 1957, by Pomona 
Valley Hardware as a branch 
retail outlet subsidiary to his 
store in downtown Pomona. 


BUILDERS’ HARDWARE DEPARTMENT at the Pomona Valley Hardware 
branch store makes excellent use of perforated wall board. Builders’ hardware 
items are effectively suspended from brackets. 
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LaVerne, a town of about 
5,000 population, functions pri- 
marily as a residential area for 
people working in nearby Po- 
mona. Consequently, LaVerne’s 
downtown district is much 
smaller than the town’s popula- 
tion would indicate. 


Marked Down Old Stock 

When he acquired the store, 
Mr. Beck took out all the old 
hardware stock, disposing of it 
at marked-down prices, then re- 
built the entire store and put in 
an entirely new stock of mer- 
chandise. It is now a very mod- 
ern 25 x 60 foot small town 
store that enjoyed a sales in- 
crease for each succeeding 
month of 1957. 

Because it is so modern, the 
store attracts an entirely new 
type of trade. Where it was 
formerly almost exclusively a 
man’s store, women customers 
now outnumber the men by two 
to one. The new customers rep- 
resent an entirely new and 
larger volume of business. 

At the same time, the Pomona 
Valley Hardware branch is not 
just a “pretty” store. Despite 
its small size it carries a full 
line of general hardware items 
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in all such traditionally men’s 
departments as builders hard- 
ware, plumbing, electrical mer- 
chandise, ete. 
He is able to maintain a varied 
stock for one thing because his es a Sisere 
branch is located only four miles o Mie 
from the main store, Mr. Beck tients) | lm 
says. Accordingly, he is able to wet ; 
put in small amounts of every 
item, and to control the stock 
easily from the main store. If 
the store runs out of an impor- 
tant item, replacement can be 
sent up by car within ten min- 
utes. 


Main Store Buys and Stocks 
Merchandise 


All merchandise for the 
branch is ordered from the main 
store and received there. It is 
also price marked at the Pomona 
store along with the main store’s 
merchandise. 

All merchandise here is price 
marked and placed out on open 
display shelving in the same way 
as at the main store. This lay- 
out has encouraged much im- 
pulse buying, which has been 
partly responsible for the store’s 
consistent sales increases. 

Besides providing him with 
a branch store operation, the 
LaVerne store was the source 
of some ancient hardware items 
that are seldom seen today. Mr. 
Beck selected an interesting as- 
sortment of these and mounted 
them on a special display board 
suitably labeled which he shows 
on the sales floor at his Pomona 


store. 


GIFTWARE AND HOUSEWARE items are attractively displayed on the left 
hand side of the interior as you enter Pomona Valley Hardware. 


WIDE VARIETY in small store space 
is achieved in the store in photo above 
through display of housewares in the 
left rear area of the store and paint 
at the back of the store. 


rOOLS AND RELATED ITEMS are 
displayed at the right front side of 
store reinforced by floor displays back 
of window. 


JULY 1958 31 





aL 


van WBE 
nc Old Colony Paints 
HOUSEWARES - HARDWARE 


EXTRA LONG FRONTAGE of the Ontario Lumber and Hardware Company provides the advantage of 
more window display area which in turn serves to attract and stop customer traffic. 


BEATING THE COMPETITIO 


... by Extensive Service, Hard-to-Find Items, Wide 
Variety and Large Giftware Selection to Draw 
Women Trade 


N expansion of inventory and 

sales display room has gone 
hand in hand with a very sub- 
stantial expansion in retail 
hardware sales for Ontario 
Lumber & Hardware Company, 
Ontario, California. Established 
in 1945 by C. E. McCauley and 
his son Harry, the firm oper- 
ated with a comparatively small 
stock of hardware displayed in a 
comparatively small sales room. 
Then, in 1953, the owners ex- 
panded by installing their pres- 
ent 70 x 100 foot hardware sales 
room. Where hardware sales 
were handled by only one person 
before, now a minimum of six 
employees take care of retail 
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hardware sales specifically. 


Attracts Customers Despite 
Heavy Competition 


The sales increase has been 
accomplished despite some very 
formidable competition from 
other stores in Ontario and from 
dealers in nearby larger cities. 
For instance, the city of Pomona 
with a population about three 
times that of Ontario, is located 
only six miles from Ontario 
Lumber & Hardware. Hard- 
ware stores in Pomona compete 
with those in Ontario for the 
trade of residents of that area. 
Ontario’s population is slightly 
over 30,000. 


Besides its increased quantity 
of hardware stock, Ontario Lum- 
ber has succeeded in attracting 
its share of the business because 
of the variety of its inventory. 
According to C. E. McCauley, 
a basic principle is to make cer- 
tain that he carries all basic 
hardware items plus a very wide 
assortment of hard-to-get items. 


Carry Items Not Found in Other Stores 


“The routine hardware items 
are essential because a customer 
will try your store only a few 
times,” he says. “He may return 
a second and even a third time 
if you don’t have what he wants, 
but will most certainly not re- 
turn a fourth time if he is con- 
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HOUSEWARES AND GIFTWARE 
are always kept clean and dust-free. 
Saleswoman (right) performs this im- 
portant function daily to insure eye- 
catching appeal and attractiveness of 
merchandise to customers. Fixtures 
are also kept sparkling. 


TREMENDOUS STOCK in main 
housewares department is apparent 
in this view from another direction 
at Ontario Hardware and Lumber 


Company. Good lighting is also 
stressed throughout the store to make 
for easy and comfortable customer 
shopping. 


GOOD SERVICE is an _ important 
integral part in the successful selling 
of giftware. Owner C. E. McCauley 
(left) helps customer select a gift 
item from the stores well - stocked 
fixtures. 
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sistently disappointed. But a 
store will not achieve its full 
potential, I believe, unless it 
carries a number of items as 
well that its competitors do not 
carry. That’s why we try in 
every department to get the spe- 
cial items. Our customers really 
appreciate that service, and soon 
acquire the habit of buying al- 
most all their hardware from 


” 


us. 


Another factor in his store’s 
success, Mr. McCauley believes, 
is the way it has been set up 
for self-service buying. He and 
his son set their store up in 
this way even though they knew 
they would have a lot of cus- 
tomer education to do to get 
them to shop for themselves. 
Nevertheless, they believed that 
it would contribute not only to 
greater store efficiency but to 
better inventory control and 
more impulse sales. It has 


worked out that way. 

“I’d estimate that only about 
30% of our customers now buy 
on a strictly self-service basis,” 
he says. ‘Nevertheless, the very 
fact that we are set up so that 
they can shop this way is grad- 


ually teaching them to wait on 
themselves and the proportion 
of self-service shoppers is grad- 
ually increasing.” 

In setting up for self-service 
the owners laid out their store 
so that every department is 
clearly separated and identified. 
In addition, they do an even 
more thorough job of price- 


marking their merchandise than 
do most stores. In many items, 
they mark both the compart- 
ment and the item. This is for 
the information of the customer 
and of the cashier as well. The 
store has two wrapping count- 
ers, one behind each street en- 
trance. 

All merchandise is opened and 
marked in the back room before 
placing out on the sales floor. 
Items are marked in the most 
convenient way, some by pencil, 
some by stickers, some by rub- 
ber stamp, and others by a price 
marking machine. 

Display fixtures are _ well 
planned to display the maximum 
amount of merchandise on a 
minimum of floor space. 


Service Supplements Self-Service 

While they are confirmed self- 
service merchandisers, the own- 
ers are fully aware that a great 
many hardware items can only 
be sold well by personal service. 
They believe that personal ser- 
vice combined with an excep- 
tionally wide assortment gives 
the neighborhood dealer a com- 
petitive advantage that is diffi- 
cult for a mass merchandiser 
to match. 

In paints in particular, they 
believe the customer needs a 
high degree of personal service. 
they give freely of their services 
to all paint customers and en- 
courage their employees to learn 
more about the subject. In this 
connection, four Ontario Lum- 


MAIN WRAPPING and service coun- 
ter (above) is geared for handling all 
lumber and hardware sales. Another 
counter (left) is located back of right 
entrance to the store. 
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ber employees have gone to a 
night school that was conducted 
locally by a paint manufacturer. 
Each employee attended one 
class one night a week for four 
weeks, and emerged a_ better 


paint salesman. 
It’s a good formula, and has 
brought good results. 


Gift Ware Brought the Women 

When it comes to merchandis- 
ing, gift ware is in a class all 
by itself, believe the owners of 
Ontario Lumber & Hardware 
Company. 

Because they have taken the 
individualized approach, the 
owners believe their gift ware 
department has been successful 
and has contributed substantial- 


WALL SECTION (above) shows how 
the store’s tools are displayed while 
plumbing fittings and builders’ hard- 
ware (right) are arranged so cus- 
tomer can serve himself. 
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ly to the success of their entire 
retail hardware operation. 

When they installed their new 
retail hardware sales room the 
owners decided to stock it with 
everything for the home. Since 
gift wares and housewares are 
in that category, they allotted 
approximately 1,500 square feet 
to that department. The over- 
all dimensions of the store are 
70 x 100 feet. 


New Items Attract 

“For the gift ware buyer in 
particular, the dealer must ab- 
solutely have merchandise that 
is continually fresh and interest- 
ing,’ says McCauley. “When a 
woman comes in to shop for gift 
ware, she does not want to see 


the same thing all the time. If 
she does, she gets tired of the 
store and tells her friends that 
such-and-such a store never has 
anything. That is the surest 
possible way to kill potential 
sales.” 


Gift Shows Important Source 

“For this reason, it is just 
not possible for the hardware 
dealer to depend exclusively on 
ordinary hardware supply chan- 
nels for his gift stock. He must 
go to gift shows and specialty 
houses to fill in with an interest- 
ing variety. From those sources, 
he will find additional merchan- 
dise that will be novel, interest- 
ing, and sales-productive.”’ 

Another factor in the store’s 
successful merchandising of gift 
ware has been its unusually at- 
tractive display fixtures. These 
were specially designed with two 
lower shelves of naturally fin- 
ished plywood and two upper 
shelves of plate glass. The glass 
shelving is supported by black 
wrought iron brackets. 

The owners also find it profit- 
able to advertise their gift ware, 
in both the local newspaper and 
by direct mail. A_ successful 
mailing was the sending out of 
some 20,000 catalogs during the 
last Christmas season, advertis- 
ing items displayed on their 
“Gadgetland” fixture. These 
were mostly lower priced items 
of wide appeal. The catalogs 
were addressed simply to “Oc- 
cupant” at specified addresses. 
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STORE IMPROVEMENT 


.. . BY AIDS FROM Jey 
WHOLESALERS 





This list of wholesalers who have spe- 
cial services to offer to retailers rep- 
resents those who responded to our 
request for data. 








ARIZONA 





PHOENIX 





THRIFTY WHOLESALE CORP. 

334 W. Jefferson 

Display material, stock inventory cards, 
personal sales help, 





CALIFORNIA 


M. SELLER COMPANY 

1400 Folsom Street 

Seasonal advertising brochures, news- 
paper ad promotions, demonstrations 


J. B. SHERR COMPANY 

466 Sth Street, 

Annual fall-Xmas dealers’ promotional 
catalog, “Good Housekeepers.” 


SLOSS & BRITTAIN 

100 Potrero. 

Promotional booklets for dealer use 
for Hardware Week and Christmas. 





LOS ANGELES 


MONTANA 





BUDROW & COMPANY 

3161 E. Washington Blvd. 

Finance Plan, dealer educational meet- 
ings, advertising service. 


CAPEL KLANG OF SOUTHERN 
CALIFORNIA 

739 Kohler. 

Set up displays for dealers’ open houses 
& shows. 


HARPER & REYNOLDS 
CORPORATION 

2425 Malt Avenue. 

Season advertising brochures. 
Mobile display wagon. 


HOFFMAN HARDWARE COMPANY 
6625 East Washington Boulevard. 
Advertising brochures, 


UNION HARDWARE & METAL 
COMPANY 

5555 Ferguson Drive. 

(P. O. Box 3070 Terminal Annex) 

Store arrangement service (layout, fix- 
tures, merchandising, etc.), advertis- 
ing brochures (Spring and Christmas), 
and power tool instruction class. 


BILLINGS 





MARSHALL-WELLS COMPANY 

1300 N. 6th Ave, 

Branch Sales Office & Warehouse. 
Store Modernization Program (Layout, 
Fixtures, Merchandising), Regular Ad- 
vertising Brochures. 


BILLINGS HARDWARE COMPANY 
510 North Broadway 
Store layout and merchandising plans. 





HELENA 


Branch Sales Office (See San Francisco) 
Seasonal advertising brochures, news- 
paper ad promotions, demonstrations 





UTAH 





OGDEN 





GEORGE A. LOWE Co, 

101-2ist St. 

Dealer broadside three times per year 
in conjunction with Myers Merchandis- 
ing Group 





SALT LAKE CITY 





THE SALT LAKE HARDWARE CO, 
105 North Third West. 

Store Modernization Program (Layout, 
Fixtures, merchandising); Seasonal Ad- 
vertising Booklets; Sporting Goods Mo- 
bile Showroom, Priced Catalog Service; 
Item of the Month. 


ZCMI WHOLESALE DISTRIBUTORS 
1665 Bennet Road, 
Seasonal advertising brochures, 





WASHINGTON 





A. M. HOLTER HARDWARE CoO, 

113 N. Main Street. 

Seasonal advertising brochures (Spring, 
Fall and Christmas) 





NEW MEXICO 


ALBUQUERQUE 








SACRAMENTO 





THE THOMSON-DIGGS COMPANY 
1801 Second Street. 
Store Modernization, Mobile Showroom. 





SAN DIEGO 





WILSON F. CLARK CO. 

590 L Street. 

Store layout, blueprinting and installa- 
tion (new or remodeling). 





SAN FRANCISCO 





ALLIED WESTERN DISTRIBUTORS, 
INC, 


555 Howard Street. 
Dealers catalogs, advertising mats. 


BAKER & HAMILTON 

700 Brannan St. 

Housewares Show, bi-monthly _ tool 
demonstration, and others. 


DUNHAM, CARRIGAN & HAYDEN CO, 
2 Kansas. 
Store Lay-out Service. 


NUSBAUM WHOLESALE HARDWARE 
871 Falsom St. 

SPECIAL SERVICES: Spring and fall 
dealer open house fairs. 


GAREHIME CORPORATION 
450-454 Townsend Street. 
2 men for Store Modernization. 


SELLER BROS. & COMPANY 
177 Fremont Street 
Seasonal advertising brochures. 
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CHAS, ILFELD CO. 

210 North First Street. 

Broadside for dealer use, three times 
yearly. 


ZORK HARDWARE COMPANY OF 
NEW MEXICO 

1414 Twelfth Street, N. W. 

Seasonal advertising brochures (Spring, 
Fall and Christmas). 





OREGON 





BAKER 





BASCHE-SAGE HARDWARE Co. 
2101 Main Street. 

Advertising material available for 
Hardware Week, Xmas, and other 
special events. Catalog pricing service. 





PORTLAND 





MARSHALL-WELLS COMPANY 

1420 N. W. Lovejoy. 

Store Modernization Program (Layout, 
fixtures, merchandising); Model Store, 
Regular Advertising Brochures; Cata- 
log Pricing Service. 


NORTHERN WHOLESALE 
HARDWARE 

805 N.W. Glisan Street. 

Store modernization program, model 
store, seasonal advertising brochures, 
window trim, price cards, home town 
hardware store identification. 


M. SELLER COMPANY 
122 S. W. Fifth Avenue. 





SEATTLE 





MARSHALL-WELLS 

1258 First Ave. 

Branch Sales Office and Warehouse 
Store Modernization Program (layout, 
fixtures, merchandising); regular ad- 
vertising brochures, catalog pricing 
service, 


SCHWABACHER HARDWARE 
COMPANY 

401 First Avenue South. 

Ad Mats, demonstration events for in- 
dividual dealers, occasional seasonal 
books for consumer distribution (i.e. 
Xmas Books). 


M. SELLER COMPANY 

2601 Market Street. 

Branch Sales Office. 

Seasonal advertising brochures, news- 
paper ad promotions, demonstrations 





SPOKANE 





HARDWARE WHOLESALERS, INC. 
West 7 Sinto Avenue. . 
Catalog Service, Display and Advertis- 
ing Services. 

MANSUR MATERIALS, INC, 


N. 800 Helena St. ; 
Displays, Dealer meetings, advertising. 





TACOMA 





WASHINGTON HARDWARE 
COMPANY 

1247 Puyallup Ave. : 
Merchandising and promotional ser- 
vice. 





WYOMING 





CASPER 





WYOMING HARDWARE COMPANY 
628 W. Yellowstone. 
Traveling display trailer. 
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For Further Information 
About Items Described in 
These Columns and on the 
Following Pages — Circle 
the Appropriate Number 
on the INQUIRY CARD Fac- 
ing Page 48 of This Issue. 





BATTERY OPERATED _ hydraulic 
fork and platform lift truck is known 
s “The 299." Made by Big Joe Man- 
ufacturing Company, “The 299” was 
designed to handle appliances, air 
conditioners, boxes, barrels, drums 
and many other similar loads up to 
1000 pounds. This machine sells for 
$299 complete. 
For Details Circle 100 on INQUIRY CARD 


ee 


THE “CONTINENTAL” is a new 
style of push-pull handle for Kawneer 
Company's narrow stile aluminum 
doors. Photo on left shows long bar 
handle design that slashes diagonally 
from the side to the bottom rail. 
Photo on right shows smaller grips 
featuring contoured styling. 
For Details Circle 101 on INQUIRY CARD 
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DRY CHEMICAL extinguisher is 
highly effective on flammable liquid 
and electrical fires. Available in 20 
and 30 pound pressurized heavy-duty 
models from the Pyrene-C-O0-Two 
division of the Fyr-Fyter Company. 
Pull pin and squeeze-lever operation 
of these extinguishers enables user 
to work swiftly, delivering a 15-20’ 
stream of heat absorbing and fire 
killing powder over a 60 degree arc. 
No annual recharging is required. 
For Details Circle 102 on INQUIRY CARD 


PORTABLE REGISTER features 
“big machine” capabilities. Designed 
to provide positive forms control and 
alignment from start to finish. Gives 
full-time pinfeed forms control and 
full length form ejection. Comes in 
three most popular form sizes, each 
in a choice of five attractive decor- 
ator colors: gray, blue, green, beige 
and bronze. 
For Details Circle 103 on INQUIRY CARD 
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PAINT TUBE SQUEEZER offered 
by Red Devil Tools is a compact ma- 
chine for discharging the full con- 
tents of paint tubes without waste to 
smearing and suitable for on the 
counter or workbench installation. 
Work area requires only a depth of 
26',”, which allows operating space 
for the handle knob. Unit provides 
adjustable height column to avoid 
splatter when working with different 
size cans. 
For Details Circle 104 on INQUIRY CARD 


PLATFORM TRUCK (above) comes 
in a range of deck sizes from 24” by 
48” to 36” by 72”. Features include 
round corners on deck frame, roller 
bearing wheels and stake pockets. 
Drum truck (below) handles barreis 
and drums up to 1000 pounds easily. 
Drum cradles itself on truck without 
lifting or rocking. Made by SI Han- 
dling Systems. 
For Details Circle 105 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About NEW EQUIPMENT 





COIN-DISPENSING UNIT of Na- 
tional Cash Register Company has 
calibrated coin channels for easy bal- 
ancing of cash. Coin dispenser oper- 
ates automatically as soon as register 
computes change due customer. 

For Details Circle 106 on INQUIRY CARD 


SINGLE STROKE HAND TRUCK by 
Automatic Transportation Company 
has 180 degree turning radii to assure 
maneuverability in narrow aisles. Op- 
erator is able to lift load with handle 
at any point within 90 degree arc. 

For Details Circle 107 on INQUIRY CARD 


HORIZONTAL air conditioning units 
can be suspended from ceiling for di- 
rect cooling or can be ducted from 
basement, attic or crawl space in 
home, office or stores. Made by Stew- 
art-Warner Corporation. 

For Details Circle 108 on INQUIRY CARD 
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AUTOMATIC DOOR OPENER made 
by Electronics Corporation of Amer- 
ica is an entire mechanism contained 
in single compact unit. Installation 
can be made in a matter of hours by 
attaching door operator to door and 
few electrical connections. 
For Details Circle 110 on INQUIRY CARD 


FLUORESCENT LIGHTING fixture 
is 54%” deep and comes in variety of 
l-foot and 2-foot wide models. Fea- 
tures “snap-up hanger” which elimi- 
nates need of standard hanger strips. 
Comes in three different chassis 
types.—Sylvania Electric Products, 
Inc. 
For Details Circle 111 on INQUIRY CARD 
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“Look boss, I just don’t know what 

to do with your brother-in-law. He’s 
got me at the end of my rope.” 
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“PAINT BUGGY” made by Rol-Away 
Truck Manufacturing Company is 
built to carry all the weight that can 
be loaded on it. Aluminum angle 
frames form chassis with one-half 
inch fir plywood bottom shelf and 
upper box. Easy rolling. 
For Details Circle 112 on INQUIRY CARD 


HEAVY DUTY lift jack platform 
featuring load capacity to 4000 
pounds is made by The Fairbanks 
Company. Steel frame construction. 
No moving parts assures fast, easy 
coupling and uncoupling of handle to 
platform. Very maneuverable. 
For Details Circle 113 on INQUIRY CARD 


COMFORTABLE LIGHTING for 
general area illumination is provided 
by this fluorescent fixture made by 
the Edwin F. Guth Co. Units feature 
Prismoid Starlite bottoms — the lou- 
ver-lens with vents. All-metal light 
spill sides. 
For Details Circle 114 on INQUIRY CARD 
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POLYGLAS 


THE PLASTIC FIBERGLASS Party. 
OF iOOt USES 
, 


Pe athe 


POINT-OF-PURCHASE rack con- 
tains a variety of Fiberglas-rein- 
forced plastic panels designed for in- 
terior home use. Rack occupies only 
two square feet of display area and 
holds panels of various sizes, none 
larger than 2’ x 5’.—Owens-Corning 
Fiberglas Corporation 
For Details Circle 125 on INQUIRY CARD 


THE ‘SUPERETTE’ doorware dis- 
play, six-foot high, presents more 
than 50 hardware samples. Occupies 
three feet of frontage and only 20” 
deep. Four shelves are built into the 
back of display.—Russell & Erwin 
For Details Circle 126 on INQUIRY CARD 
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. . . BY DISPLAY AND 
MERCHANDISING AIDS 





EYE-LEVEL WALL-SHELF display 
for wallgrips is designed to stimulate 
impulse sales. Over-all dimensions of 
rack are 7,” wide by 17” high. Holds 
48 plasti-cards—Star Expansion In- 
dustries Corp. 

For Details Circle 127 on INQUIRY CARD 


PORTABLE TOOL DISPLAY 
STAND holds 72 color-styled golden 
grain garden tools. Stand is 46” high 
by 41” wide by 24” deep and is 
rugged as well as attractive. Carton 
packed, display stand is easy to as- 
semble.—United States Steel 
For Details Circle 128 on INQUIRY CARD 


HARDWARE 
chandiser is built of sturdy metal and 
Peg-Board. 
along Peg-Board background permits 
complete flexibility in displaying elec- 


ACCESSORY mer- 


Arrangement of shelves 


tric tools and accessories.—Black & 
Decker Mfg. Co. 
For Details Circle 129 on INQUIRY CARD 


MARINE FINISHES self-service mer- 
chandiser holds 54 quarts and 54 pints 
of Lowe Brothers marine finishes. 
Hull, deck and topside paints are 
available in 14 bright, modern shades. 
—The Lowe Brothers Company 

For Details Circle 130 on INQUIRY CARD 


39 





Use Inquiry Postcard for Further Information About 


MERCHANDISING AIDS 





FLEXIBLE LIGHT BULB merchan- 
diser is constructed of heavy gauge 
sheet metal throughout, has adjust- 
able metal dividers permitting flex- 
ible carton arrangements and mea- 
sures 47!” wide by 2334” deep by 4’ 
high. Holds 1300 light bulbs. Offered 
by Westinghouse Electric 
tion 

For Details Circle 208 on INQUIRY CARD 


Corpora- 


CEILING AND WALL displays of- 
fered by Thomas Industries, Inc., can 
be used by itself or in combination 
with wall display. For ceiling, wall, 
post lantern and recessed light fix- 
tures 

For Details Circle 209 on INQUIRY CARD 


PADLOCK MERCHANDISER devel- 
oped by Yale & Towne Manufacturing 
Company can be used as wall, counter 
or window displays and have been 
adapted for flexibility of installation. 
Free to dealers 

For Details Circle 210 on INQUIRY CARD 
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DISPENSER AND COLOR CHART 
developed by The Reardon Co. takes 
up less than one square foot of coun- 
ter space. Dispenser holds 96 plas- 
tic tubes of paste tint used with the 
company’s Bondex cement paint, 
Bondex heavy duty and Dramex 
For Details Circle 211 on INQUIRY CARD 
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“MERRY” FLOOR CARE display of- 
fered by Corcoran Mfg. Co. carries 
an assortment of four mops and also 
includes four refills each for the mop, 
broom and waxer. Polyethylene pack- 
aging protects each Plastifoam head, 
or refill 
For Details Circle 212 on INQUIRY CARD 


DESIGNED TO STIMULATE self- 
selection buying this rack offerd by 
Plasti-Kote, Inc., can be used for both 
floor and counter use. Paint cans col- 
ored tops match color of paint inside 
each can 


For Details Circle 213 on INQUIRY CARD 


BARREL OF SALES offered by Ox- 
wall Tool Co., Ltd., is an anniversary 
special. Red, white and black barrel 
display is filled with 240 screwdrivers. 
Display is 1234,” high, 1134” in diame- 
ter and complete package weighs 40 
pounds 
For Details Circle 214 on INQUIRY CARD 


THE R 500 Remington portable 
power tool display holds four drills, 
a belt sander and an orbital sander, 
and two power saws. Total assort- 
ment with rack includes four addi- 
tional drills and two more saws 

For Details Circle 215 on INQUIRY CARD 


ILLUMINATED MERCHANDISER 
called the “Colorama” is offered by 
Noma Lites, Inc. Comes pre-packed 
and pre-priced in a suitcase type dis- 
play ready to plug in 

For Details Circle 216 on INQUIRY CARD 
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CHROME-PLATED MERCHAN.- 
DISER offered to retailers by Perma- 
cel-LePage’s, Inc., is specifically de- 
signed for sales building display. Oc- 
cupies less than square foot of base 
space 

For Details Circle 217 on INQUIRY CARD 


NAIL BOXES for Northwestern Steel 
and Wire Company packaged nails is 
designed as an eye-catching shelf 
item. Design is in bright red on gray 
linen-effect background 

For Details Circle 218 on INQUIRY CARD 
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MATCHED ENSEMBLE metal dis- 
play rack for Kaycrest wrappings oc- 
cupies 214%” x 11” space. Set of six 
different “special occasion’’ signs 
comes with display and can be 
changed in seconds 

For Details Circle 219 on INQUIRY CARD 


JULY 1958 


“SELECT-A-SPRING” merchandiser 
offered by Admiral Spring & Mfg. 
Co. comprises a selection of 70 differ- 
ent springs, mounted and numbered 
on a colorful steel display board 

For Details Circle 220 on INQUIRY CARD 


CELLOPHANE TAPE rack offered 
by Behr-Manning Co. takes up less 
than one-half square foot of space, 
is constructed of black-finished steel 
wire, is 84,” wide and 5,” deep, and 
only 20',” high 

For Details Circle 221 on INQUIRY CARD 


DEALER STARTER ASSORTMENT 
includes 38 flower holding accessories. 
Each piece is attached to a four color 
display card that has illustrated di- 
rections on how to arrange flowers 
on the back. Beagle Mfg Co. 

For Details Circle 222 on INQUIRY CARD 


WHEEL FLOOR DISPLAY holds a 
full stock of Gleason Corporation 
semi-pneumatic wheels in various 
sizes and styles. Holds 46 wheels 
For Details Circle 223 on INQUIRY CARD 


Columbian 
ROPE 


. aay 


ROPE MERCHANDISER offered by 
Columbian Rope Company sells rope 
by the foot 44” diameter and smaller. 
Merchandiser will also hold six full 
colpack cartons 

For Details Circle 224 on INQUIRY CARD 


“HANG-IT-ALL” display takes 2’x3’ 
floor space and comes with assort- 
ment of 16 types of hooks and per- 
forated hardboard panels. Unit is of- 
fered by Dur-O-Peg Fabricators, Inc. 
Includes storage space 

For Details Circle 225 on INQUIRY CARD 
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SALES-CATCHING 24” metal rack 
for Rin Tin Tin Dog Supplies features 
picture of Rin Tin Tin. The leather 
and chain supplies, all pre-priced, are 
clearly. marked including item num- 
ber. 

For Details Circle 226 on INQUIRY CARD 


FLIP ’N FOLD package converts 
into point-of-purchase display for Red 
Devil Tools all steel sandpaper 
Dragon-Skin. Boxes are made so they 
can be used as stand-up displays. 
For Details Circle 227 on INQUIRY CARD 


TRAVEL CLOCK display offered by 
Westclox division, General Time 
Corp., measures 14” high by 17” wide. 
Carries two Travettes and two Traval- 
arms. Copy on display card promotes 
both as gifts and for personal use. 
For Details Circle 228 on INQUIRY CARD 
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FASTENER DISPLAY GONDOLA 
introduced by Bethlehem Pacific is 
50” high, 48” wide and 18” deep. 
Compartmentation in its three shelves 
is adjustable allowing stocking of 
fastener items in exact sizes. 

For Details Circle 229 on INQUIRY CARD 


SELF-SERVICE RACK for Atlas 
Marine Paints is 6’ high 2'4’ wide 
and 2’ deep. Unique feature of rack 
is the racking that keeps cans dis- 
played even when some are sold. 

For Details Circle 230 on INQUIRY CARD 


DESIGNED TO BOOST impulse sales 
of “Scotch” brand plastic tape, these 
two self-service counter displays are 
offered by Minnesota Mining and Man- 
ufacturing Co. Smaller rack is 1312” 
high, larger 1834”. 

For Details Circle 231 on INQUIRY CARD 


GLUE DISPLAY RACKS offered by 
Borden Chemical Company for sturdy 
Elmer glue products. Both racks are 
12,” wide and both are only 17” in 
depth. 

For Details Circle 232 on INQUIRY CARD 


SHURE-SET PACKAGING offered 
by Ramset Fastening System for 
Shure-Set hammer-in tool. Cover 
folds back to make the box, also a 
shipper, into counter display. Clear 
plastic covers reveal fastener types 
within. 

For Details Circle 233 on INQUIRY CARD 


DGETS 
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BANTAM GADGET CENTER by 
Ekco Products Company occupies less 
than three feet of space and displays 
15 impulse selling gadgets attractively 
carded and complete kitchen tool line. 
For Details Circle 234 on INQUIRY CARD 
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WORLD'S LARGEST high chair 
made by Cosco for display in stores 
is built to five times scale and twice 
as tall as normal chair. 

For Details Circle 131 on INQUIRY CARD 


PR i : 
DISPENSER DISPLAY for Ameri- 
can LaFrance Corporation’s Protexall 
dry chemical fire extinguisher stands 
upright on easel backing. Designed 
for point-of-purchase sales. 

For Details Circle 132 on INQUIRY CARD 


METAL FRAME ROPE display will 
hold rope in cartons, on spools or va- 
rious combinations offered by Ameri- 
can Mfg. Co., Inc. 

For Details Circle 133 on INQUIRY CARD 
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LAS S ...and the BEST display glass is 


SHELF 
GLASS 


COUNTER 
GLASS 


SPECIAL 
GLASS 


REEVE ShureSell 


Reeve glass for display purposes comes ready to use 
on arrival. All standard sizes and lengths of counter, 
shelf and bin glass. Immediate shipment at low 
Western prices. 


Heavy polished glass, 7/32” thick for extra-sturdy 
shelving. Ends seamed...both long edges polished. 
Available in stock widths of 8” to 20”... lengths of 
12” to 60”. 


Straight edge counter glass, 3/16” thick. Long edges 
polished. Available in stock widths of 3”, 4”, 5”, 6”... 
lengths of 30”, 36”, 48”. Complete price list and sizes 
in free catalog offered below. 


We cut special sizes and shapes of glass for bins and 


over-counter merchandisers. Prices quoted upon re- 
ceipt of your specifications and sketch. 


Send for free 


Reeve Store Equipment Catalog 
Complete price lists, sizes and infor- 
mation on Reeve counter, shelf and 
special glass. Catalog includes illus- 
trations and descriptions of every 
type of display item, from pricing 
systems to complete island display 
units. Packed with invaluable infor- 
mation on display assembly and 
modern store engineering. Send for 
it today. 


aaan3 COMPANY MANUFACTURERS AND 


Main Office and Plant: 9249 East Bermudez St., Pico Rivera, Calif., OXford 2-3725 


REEVE products also available in: San Diego, Oakland, San Francisco, Portiand, Seattle, Phoenix, 


San Antonio, Minneapolis 


For Details Circle 12 on INQUIRY CARD 
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ALL - STEEL FRAMEWORK which 
can be assembled quickly and at low 
cost to form everything from storage 
racks to shed-type buildings, is avail- 
able from Republic Steel Corporation. 
For Details Circle 180 on INQUIRY CARD 


RETAIL DISPLAY SHELVES cre- 
ated for stores by Metropolitan Wire 
Goods Corp., is rapidly assembled for 
in-store display. Boltless Erecta-Shelf 
requires no tools to assemble. 

For Details Circle 181 on INQUIRY CARD 


FABRICATED SHEET METAL 
racks are designed for volume point- 
of-purchase display. Caster-mounted 
for mobility with storage area in 
back.—Alan Wood Steel Company. 
For Details Circle 182 on INQUIRY CARD 


44 


.. . BY FIXTURES = 


af 








ARM BRACKETS 
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SINGLE 
ARM BRACKETS 











FLEXIBLE HORTICULTURAL mer- 
chandiser for showing flowers and 
plants of all kinds has been developed 
by the L. A. Darling Company. The 
unit occupies only 30” x 60” of floor 
space yet provides more than 31, 
times that in display area. Metal 
frame is finished in durable chrome. 
Attractive green color, plastic rust 
proof trays have ample depth to pre- 
vent spilling of soil or water, and are 
arranged to permit merchandising on 
Easily and quickly combined. both sides of unit. Four each 10” x 

For Details Circle 183 on INQUIRY CARD 30”, 12” x 30” and 14” x 30” trays are 
height adjustable for flexibility. 

For Details Circle 184 on INQUIRY CARD 
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“BUILD - IT - YOURSELF” storage 
system developed by Brown Engi- 
neering Company makes it possible to 
construct storage facilities yourself 
for bars, rods, pipe, tubing, shafting 
to your own exact requirements. Basis 
of system is sectional construction. 


SUPER “O” OPERATING DISPLAY for two train operation has an eye- 
catching over and under trestle arrangement. Fully wired and ready to run. 
Overall layout is five feet by nine feet. Included in this display are 42 curved 
track, 34 straight track, 4 half straight track, 2 accessory adapter sets, 6 insu- 
lated curved track, five lamp posts, 2 circuit breakers, graduated trestle set, 
animated newsstand, banjo signal, gateman, semaphore, 8-bulb floodlight tower, 
radar tower, crossing gate, 4 bumpers, fork lift platform, billboard, culvert 
unloader, controller, dispatch station, billboard blinker, rotating beacon, 2 tun- 
nel portals, 3 “A” piers for 110, 275 watt transformer, uncoupling track sets 
and insulated straight track. Net cost is $260. Train sets and cars illustrated 
not included.—The Lionel Corporation. 
For Details Circle 185 on INQUIRY CARD 
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MODEL STORE of Baker & Hamilton’s building in San 
Francisco has store front just like modern retail hardware 
store. Displays are set up in the window on seasonal basis. 
All units inside are kept clean as a “whistle.” 


% = 
GARDEN SUPPLY WALL SECTION at rear of store 
holds the huge stock of steel goods on wall racks. The 
space in front of the long handles would ordinarily be 
wasted, but are utilized for small hand tools by partial 
upright made of pegboard. 


Model Store Used to Sell Modernization 


Baker & Hamilton, 109-year-old harware whole- 
saler in San Francisco, has had a store planning 
division for quite a few years. 

This division has helped many hardware stores 
improve their “selling machines” so that they 
could be geared up to today’s self-service type of 
selling. Louie Benedetti heads up the present de- 


partment that offers hardware retailers complete 
store planning for complete modernization, or a 
step-by-step plan or designing a completely new 
store. 

Perhaps one of the best salesmen for selling 
retailers on the idea of modernizing is the firm’s 
own model store next to the sales department on 
the top floor of the building. 

In here retailers can soon see how they build 
new fixtures which are featured by the wholesale 
firm and can be used for displaying practically 


VIEW OF STORE shows how complete model store is. 
All gondolas and wall sections are fully stocked with up- 
to-date merchandise. 


JULY 1958 


every type of item that can be sold in a hardware 
store. The fixtures are laid out just as in a hard- 
ware store with proper amount of aisle space and 
fully stocked to show just how the fixtures look 
with proper inventory. 

One of the most interesting sections is the 
paint section, which shows the mass display of 
cans of various sizes starting with the smallest 
at the top and going down to the gallon sizes on 
the last three shelves. This display also demon- 
strates the strength of the fixtures as paint is 
a heavy product. 

In addition to the model store, the firm also 
has a beautiful display area for house, china, 
glass, and housewares on the first floor. 

At the present time a new sporting goods dis- 
play area is being completed and will be ready 
for the Bakerama which will be held early in 
August. 


play area on first floor. This is the scene of the annual 
gift and housewares open house and also part of the 
Bakerama Show to be held this Summer. 


45 





MODERN STYLING blends in with the new industrial 
area of Salinas. Large parking area is located in the 
front half of the building and along the side. The area 


surrounding the building and parking lot is well land- 
scaped. 


FIXTURE FIRM MOVES WEST 


: ae \ : 
aa =<] oe 
SHOP SUPERINTENDENT Christen Sorenson (above) 


has an office elevated a few feet off the ground so that he 
can see all operations in the shop from this location. 


PRODUCTION MACHINE above was designed to put 
grooves in the Peg-Board shelves. It not only puts in the 
grooves but also saws the board to size and smooths the 
edges. 
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OR several years Streater’s, Inc., have been 
supplying hardware association designed fix- 
tures to members of the retail hardware associa- 
tion in the various States throughout the coun- 
try. Early this year, they organized Streater’s 
Inc. of California and built a plant in Salinas. 
This one story plant covers 53,000 square feet. 
It was laid out on a large area of ground to allow 
for extension of almost double the present size. 
Most of the wood used in the wall sections and 
gondolas is purchased in California or the Pacific 
Northwest mills. The special hard wood used for 
trends, etc., is brought in from Minnesota where 
it is cut to size, shipped out ready to assemble. 
A special feature of the new plant is an area 
that shows wall sections and gondolas all set up 
as they would be in a store. Some of the sections 


Ss 


WALL SECTION ASSEMBLY takes place in this area 
of the plant above where employee performs the necessary 
functions in a well-illuminated area. 
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ASSISTANT PLANT MANAGER Dick Murphy (above) 
checks production data at his office desk to see that every- 
thing is running smoothly. 


MODEL SHOWROOM is being shown by John Hollander, 
manager of the Western division. From left to right are 
Les Erickson who is in charge of plant management, 
Krueger Jacobsen, secretary and manager of California 
Retail Hardware Association, and W. H. Messick, Messick 
Hardware, Salinas. The wall section being shown is de- 
signed for builders’ hardware and contains panels for dis- 
play with drawers for special stock. Next to it is a section 
designed for tools with pegboard backing and special 
shelves and holders. 


have merchandise like paint to show what the 
unit looks like well stocked. 

The fixtures are made for member stores of 
the California Retail Hardware Association and 
the North Coast Retail Hardware Association. 
Those member stores that plan modernization in 
the area covered by the CRHA are contacted by 
John Hollander or Robert Griffith who work in 
conjunction with Krueger Jacobsen, secretary- 
manager of the Association. In the Pacific North- 
west, Robert Dalziel and Frank Morgen call on 
members and work with Martin Danko, secretary 
to the North Coast group. 


for further information about fixtures and supplies circle 
on INQUIRY CARD 
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WAHL GIVES YOU MORE! | 





amos Al Atte" | Complete Home Barber Kits 
for every budget 


Grooming Accessories 








for every need 


THE WORLD'S HIGHEST QUALITY 
MOST COMPLETE LINE OF 
HOME BARBER PRODUCTS 
Wahl is the largest manufacturer of 
electric hair clippers in the world. Stock 
your entire honmte-barber department from this one reliable 
source. Hair Clippers—Dryers—Vibrators—Shear Sharpeners 
Combs—etc. All Wahl products carry a reputation that sells! 
Write for catalog sheets, ad mats and prices — today! 


Please send full particulars and prices ! 
on the popular Wahl home barber line 
Name 
Store 


Address 


POLVETHVLENE 


Vegetable Bin 


they stack solid 
for use 
—and for display! 


PACKED 4 TO A CASE—IN 3 COLORS 


Just what the ladies have been wanting! 
A roomy storage bin that won't break, 
rust, chip or corrode — and cleans easily! 
Our new Bin is 9” wide x 16” long, 
weighs 23 ounces, holds 16 pounds. 
Packed 4 to a case: 2 yellow, one 
turquoise, one bronze color. Retails 
for less than $3. 
Stock No. 224. Case weight 6 Ibs. 


Order now from your supplier. 


REPUBLIC MOLDING CORPORATION 


6465 Avondale Avenue Chicago 31, Illinois 


For Details Circle 14 om INQUIRY CARD 





REEVE DESIGNS FAST ASSEMBLING FIXTURE 


SELF-SERVICE ISLAND DISPLAY GONDOLAS, man- 
ufactured by Reeve Company, are assembled in one hour 
from crate to finish, according to the manufacturers. The 
gondola is six feet long and four feet high with all steel 
base frame and shelf standards to handle heavy loads. 
The Perfo-Board shelves can be easily adjusted at one-inch 
intervals to any desired height. Aluminum price strips 
are provided on edges of the shelf panels. As shown in the 
photos, starting with the picture at far left 9 o'clock 
double shelf standards are bolted securely to basic unit. 
Base panels fit smoothly into slots, with firm locking de- 


vice. In center picture from 9:50 to 9:55 Perfo-Board panel 
shelves slip into perfect alignment. Shelves automatically 
lock on brackets to prevent slipping. There are no bolts 
or screws to install, and shelves can be instantly re- 
moved. In just five minutes, as shown in picture at far 
right, 9:55 to 10 final assembly is made along with in- 
spection and okay just one hour after unpacking. If de- 
sired, Perfo-Board shelves can be easily painted in any 
color. Cost of the gondola as shown is $115.00. For more 
information about this and other fixtures manufactured 
by the firm, circle number 176 on the inquiry card. 





Keep Cool, mister! with 


» ARCTIC 
BOY 


portable water 
coolers 


Rugged Construction 
... good everywhere 
men work! 


Galvanized inset, hot 
dipped after forming 
for flaw-free finish! 


Large top opening, 
easy to ice, fill 
and clean. 


Send for complete 
information and 
booklet “‘Care and 
Use of Your Cooler.”’ 
Write Dept. H-34. 


THE SCHLUETER MFG. CO. * ST. LOUIS 7, MO. 


For Details Circle 15 on INQUIRY CARD 
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3-pe. Polished Brass HOODED ENSEMBLE 


Complete with hanging poker and brush. 


4865 San Fernando Rd. West ¢ Los Angeles 39, Calif. 
For Details Circle 16 on INQUIRY CARD 
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BELLEVUE OFFERS SELF SELECTION FIXTURES 





THREE OF THE BELLEVUE FIXTURES are shown wall section area which is free-standing, self-supporting, 
above. At left is a half typed gondola, has an under- 30-inch sectional units joined to form continuous sections 
storage type base 20 inches high. Stock widths for the of any desired length, Plain or perforated hard board 
half-gondolas are 19, 25 and 29 inches. They can be used panels are available in a variety of background colors. All 
as free-standing units or joined to form continuous fix- shelving adjustable on one-inch increments for maximum 
tures of any desired length. Center photo is gondola with flexibility. It is designed for metal or glass shelves with- 
a peg board end display panel which provides additional out changing shelf brackets. The units are 84 inches high 
selling area at ends of gondolas. The end board is bound and are available with or without canopy and plastic cor- 
with polished stainless steel channel, and enameled to nice that may be illuminated if desired. For further infor- 
match colors of metal gondolas. Thirty inch sectional con- mation about the firm’s complete line of fixtures, circle 
struction permits choice of an overall length in 30-inch number 177 on inquiry card. 


multiples for gondola and wall sections. at right is the 





Wright Weldedge Hardware Cloth 


has strength and rigidity . . . heavy gal- 
vanizing . . . uniform and smooth edge . . . 
unrolls straight and flat. 2x 2,3x3, 4x4 


For steam, hot or cold and 8x8 mesh. 


water, of, gus end compounds. Available from jobbers everywhere 


Sensitive ... Noiseless 
Designed for rugged service. These valves 


are also available with rubber poppets for 
use with air or cold water. Sensitive in G. F. WRIGHT STEEL G WIRE CO. 
operation. Work in any position. Made WORCESTER, MASSACHUSETTS 
in seven sizes, 200 lbs. pressure. Won’t Sales Office and Warehouse: 


stick. We will design special Check 909 Santa Fe Ave., Los Angeles, Cal. 
Valves. Tell us your needs. 


ay : Write today for Bulletin 1002, or ORS as aie ok ll i ms a a 
Mee 
write tor \ STRATAFLO PRODUCTS, INC. 
FREE Catalog. FORT. WAYNE, INDIANA 
For Details Circle 17 on INQUIRY CARD For Details Circle 18 on INQUIRY CARD 
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AMBROID OFFERS 
NEW MAT SERVICE 


Free mats of Ambroid products for 
dealer use in local newspaper adver- 
tising are now available from Am- 
broid Co. Mats are offered in choice 
of two sizes for tubes of Ambroid 
Liquid Cement, Ambroid Model Air- 
plane Cement and Everfast All-pur- 
pose Cement. In addition, mats are 
also available for Ambroid in cans for 
volume users and for Ambroid’s popu- 
lar Synthe-Wood mender, filler and 
sealer, as well as Ambroid and Ever- 
fast logotypes. 

Sheets showing all mat material 
offered by Ambroid will be sent to 
dealers who request them. 

For Details Circle 248 on INQUIRY CARD 


PLASTIC-PIPE CLAMP CHART 


A convenient chart for selecting at 
a glance the proper size of clamp for 
three classes of plastic pipe in all 
sizes from %” to 6” is being offered 
by Wittek Mfg. Co. This chart is suit- 
able for wall or counter use. 

For Details Circle 249 on INQUIRY CARD 


HOL-DEM 


MODEL 57 “Short-Stopper” 


Best Selling FENCER! 


¢ Clips weeds on contact 

¢ Ends nuisance shorts 

e 2-Lamp signal system 

* Guaranteed lightning protection 


e “Saf-Tee” Chopper with circuit 
breaker 


1-Wire, any-soil stock centrol 
2-Tone finish, sheltered terminals 


6 Models, battery, or electric, from 
$13.95. 





ASK YOUR JOBBER SALESMEN FOR 
HOL-DEM CATALOG PAGES, INFORMA- 
TION ON RADIO PROGRAMMING AND 
NEW DISPLAY RACK NOW AVAILARLE 








Hol-Dem Electric Fencer Co. 


1344 Quincy Street N. E. 
Minneapolis 13, Minn. 
For Details Circle 19 on INQUIRY CARD 
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FRANCISCAN'S FALL PROMOTION 
OFFERS 52% MARK-UP POSSIBILITY 


LOS ANGELES—Hardware retail- 
ers can make as much as 52% 
mark-up on a Franciscan Earthen- 
ware Promotion scheduled from Sep- 
tember 22 through October 4, accord- 
ing to details announced by Gladding, 
McBean & Co. The promotion is cen- 
tered around 16-piece starter sets of 
Franciscan Earthenware regularly re- 
tailing at $16.95 which will be offered 
during the two-week promotion for 
$12.95. Orders must be mailed before 
July 18. 

In order to obtain the special pro- 
motion price on the sets, the retailers 
must also order at his cost an equal 
dollar amount of regularly priced 
open stock items. 

For Details Circle 250 on INQUIRY CARD 


FREE ILLUMINATED SIGN 


Cummins illuminated sign is being 
offered free to dealers with every 
$100 order of portable electric tools. 
It can be used on wall, in display win- 
dow, on counters, or hung from ceil- 
ing. Sign comes with own multi-use 
easel stand as well as chains for hang- 
ing. Non-breakable plastic front slides 
back for easy replacement of light. 
Economic and safe as store night light. 

For Details Circle 251 on INQUIRY CARD 


CHART ON SELECTION OF 
GARDEN AND LAWN TOOLS 

An illustrated customer-service 
chart showing how to select hand 
tools for garden and lawn care has 
been published by True Temper Corp., 
and is part of the firm’s free “tool-up 
time” garden promotion kit. Chart 
describes and pictures 50 most popu- 
lar tools, grouped by families. The 
chart is 25 inches high by 16 inches 
wide and printed in three colors. 

Advertising and publicity programs 
will tell home gardeners to look for 
this chart in their hardware or garden 
supply store. 

For Details Circle 252 on INQUIRY CARD 


‘CHRISTMAS IN SEPTEMBER’ 


A national consumer contest to 
take place in August and September, 
keyed to tie in with the national “Buy 
Now” prosperity building campaign, 
is being sponsored by Revell, Inc. The 
campaign is themed “Christmas in 
September.” A promotion kit is being 
offered by Revell. The kit includes 
a Christmas-themed entry blank 
counter dispenser, colorful window 
banner and poster, plus a dealer con- 
test entry blank. 

For Details Circle 253 on INQUIRY CARD 


M & D PIONEERS METAL PERFORATED UNITS 


Back in 1932, M & D Store Fixtures, Inc., developed a 
new type retail merchandising display unit which helped 
to spawn self-service. The photo at left shows steel sheets 
being perforated with a distinctive diamond pattern. 
These sheets made of steel supplied by Bethlehem Pacific 
provide the basis for many types of display shelving and 
paneling for retail stores. At right, wide varieties of mer- 
chandise are displayed for the self-service shopper by 
retail display fixtures such as this industrial fastener 
gondola designed by the firm. M & D Store Planning De- 
partment assists retailers in developing self-service dis- 
plays for improved sales. For further information about 
M & D’s line of fixtures, circle number 178 on the inquiry 


card. 
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FIRST WEEK 


Aug. 2-8 


HOME BEAUTY SPOTS 


RENT OR BUY 


RENT OR BUY 


HOME BEAUTY SPOTS 


SUMMER COOKING 


"amp 


REFRIGERATORS AND 
FREEZERS AND AIR 
CONDITIONING 
EQUIPMENT (Cont 


SECOND WEEK 


Aug. 9-15 


HOME BEAUTY SPOTS 


FALL OPENING... 
APPLIANCES AND 
FURNISHINGS 


FALL OPENING .. . 
APPLIANCES AND 
FURNISHINGS 


RENT OR BUY 


HOME BEAUTY SPOTS 
SUMMER COOKING 


REFRIGERATORS AND 
FREEZERS AND AIR 
CONDITIONING 
EQUIPMENT 


PLUMBING REPAIR 
TIME — 


THIRD WEEK 


FALL OPENING... 
SPORTS 


FALL OPENING .. . 
APPLIANCES AND 
FURNISHINGS 


FALL OPENING .. . 
SPORTS 


FALL OPENING . . . 
APPLIANCES AND 
FURNISHINGS ( t 


HOME BEAUTY SPOTS 
SUMMER COOKING 


PLUMBING REPAIR 
TIME (Cont 


SUMMER snes 
SALE A 


FOURTH WEEK 


FALL OPENING . . 
SPORTS 


FALL OPENING .. . 
SCHOOL DAY NEEDS 


FALL OPENING . . . 
SCHOOL DAY NEEDS 


FALL OPENING .. . 
SPORTS (Cont 


FALL OPENING ... 
APPLIANCES AND 
FURNISHINGS (C 


HOME BEAUTY SPOTS 


PREPARE DAYS |! 


SUMMER CLEARANCE 
SALE (Cont 





STORE IMPROVEMENT 
‘Se 


| 
..» BY WINDOW DISPLAYS 








Since the modern hardware store has gone to 
the all glass front, there has become a slight 
controversy over whether to have window dis- 
plays or not. 

Each store becomes a different problem. In 
fact, some stores in supermarkets can actually 


do no particular good by using display in the 
window as automobiles are sometimes parked 
right up to the window and people do not get 
close enough to them to see any display. How- 
ever, those that are next to sidewalks do get a 
chance to attract attention from passersby. Just 



































FRONT VIEW of the window display shows two gondolas 
fixed up to display merchandise that are tied together 
with the “Beauty Spots Around the Home” promotion. 
Each section of the gondola is highlighted by a spot 
such as “on cabinets,” “in the bathroom.” Each section is 


divided by colored ribbons brought down from a point in 
the back as shown. Colorful items are displayed neatly 
on the gondola. A large colored card is placed in the cen- 
ter of each section on which merchandise is displayed. 


















































INSTORE VIEW OF WINDOW DISPLAY shows the 
identical merchandise displayed in mass. Shelves are put 
up on the pegboard backs and full stock of merchandise 
is displayed. This gives the shopper the opportunity of 
coming in right from the street and going to the promo- 
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tional area and picking up any items that seem to appeal 
to them before getting side tracked in other departments. 
Such promotions can also be tied in with your regular 
advertising. 
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to put merchandise in this window is really not 
enough. The whole idea of a theme display still 
works whether you have a full glass window or 
not. It can be used on seasonal items, or to dis- 
play associated items, or to create an interest 
in such things as Clean-Up, Paint-Up, Vacation 
Time, Fun in the Backyard, etc. 

Even if you have no way of making use of your 
front windows, you can put such promotion dis- 
plays at the ends of gondolas or special display 
areas in the center of the store or even special 
built displays above cornices. 

No matter how you do it, displays should be 
set up to create additional interest in merchandise 
that you have to offer. 

On this page we have designed special window 
display that should appeal to those who want 
to make use of their window for a sales area. 
You will note that we’ve used the standard type 
of gondola and for the front side have stripped 
it up with shelving and have displayed merchan- 
dise pretty much as a regular window display. We 
have tied the two gondolas together by calling 
the promotion “Beauty Spots Around the Home.” 
Specific displays are highlighted with a large 
“spot” which tells the story. We have repeated 
the same display looking at it from inside the 
store. The same copy is merely written on the 
back of the cards as shown. On the instore side 
of the gondolas are the back up stock for the mer- 
chandise shown in display. This makes it possible 
for the person to walk right in from the front 
of the store and go right to the promotional area 
and select merchandise before they get “lost” in a 
myriad of other merchandise throughout the store. 


DISPLAY AND SALES AREA COMBINATION 
ARE PRACTICAL 


SALE odds ‘n ends of Summer 
\j 


ae 














HERE IS SHOWN another type of display that can be set 
up in the corner window to serve both as an eye catcher 
and as a sales display unit. Square platforms are set on 
top of each other and a patio umbrella is put into the cen- 
ter of it as an eyecatcher. It can also carry a sales price on 
it as do the other items dangling from it. This is indeed 
a very colorful way of attracting attention of those people 
who are passing by. 
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BAKER & HAMILTON 


COMPLETE STORE PLANNING SERVICE FOR 
EFFICIENT SELLING AND HIGHER PROFITS 


“am 


Besides model store, two well stocked showrooms at Baker & Hamilton 
present merchandise and display ideas for the complete hardware store 
or specialty departments. 





Well designed and laid out display of Lowe Brothers paint is example of 


department organized for high profits. 


Fixtures are beauti- 
ful and efficient Bel- 
levue sections and 
units designed for 
maximum display in 
relation to floor 
space. 


Baker & Hamilton merchandise selection counselling, backed by 109 years 
of service to the trade, insures balanced opening stock order. 


BAKER & HAMILTON 


Since 1849 
700 Seventh Street, San Francisco, California 





S TORE IMPROVEMIENT 
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BOX CLOSURE METHODS 
BOOKLET, specially prepared for 
users of fiberboard boxes and pack- 
ages by Acme Steel Company, is a 
guide for the evaluation of methods 
currently in use to effect economies 
and stepped-up production in the 
closure of fiberboard boxes. This 18- 
page booklet discusses closure meth- 
ods such as hand and machine gluing, 
taping, stapling and wire stitching 
along with advantages and disad- 
vantages of each. Also included is 
a section on wire stitching for all 
kinds of fiberboard boxes along with 
brief descriptions of the Acme Steel 
Company Arcuate and _  Circuate 
stitching methods. 

Fer Details Circle 196 on INQUIRY CARD 


SIMPLEX VISE CATALOG, 16 
pages and in two colors, issued by 
The Desmond-Stephen Mfg. Co., il- 
lustrates and describes some of the 
manufacturing operations and im- 
portant features in the Machinist 
vise line and also lists the new num- 
bers that have been assigned to the 
new model vises. One page has been 
devoted to a comparison table show- 
ing comparable model numbers and 
sizes of vises manufactured by other 
vise makers. 

For Details Circle 197 on INQUIRY CARD 


DO’S AND BON’TS of profitable 
merchandising of housewares is illus- 
trated and explained in this four- 
page, double-fold brochure issued by 
The Plas-Tex Corporation. Tips are 
given on the secret of good display, 
grouping and rotating of merchan- 
dise, how to build a window display, 
etc. 


For Details Circle 198 on INQUIRY CARD 


STEEL EQUIPMENT reference 
manual is a 48-page book that anal- 
yzes all types of steel shelving, draw- 
ers, lockers, work benches and tables, 
and other storage, store, office, ware- 
house, and shop equipment. Manual 
No. 485 is issued by Equipto. 

For Details Circle 199 on INQUIRY CARD 


STORE FIXTURE BROCHURE il- 
lustrates and describes self-selection 
display units. Issued by The Mengel 
Co., brochure gives specifications of 
each unit, construction materials 
used and design. 

For Details Circle 200 on INQUIRY CARD 
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.. BY LITERATURE ON 
SERVICE & SYSTEMS = 





ELECTRIC LAMP HOME STUDY 
COURSE developed by Sylvania 
Lighting Products, is described in 
literature issued by the firm. The 
course is designed to provide basic 
instructional material for distributor 
salesmen and countermen, and elec- 
trical contractors, as well as engi- 
neers, architects, and utility sales 
personnel. The eight-lesson course 
covers the principles, characteristics, 
and applications of the three main 
types of lamps—incandescent, fluores- 
cent, and mercury vapor. Instruc- 
tional material is bound in hard cov- 
ered, loose-leaf notebook with alpha- 
betical index for ready reference. All 
texts and study material are supplied 
with the basic lessons, and short tests 
are graded and evaluated by experts. 
A framed certificate is awarded at 
successful completion of the course 
for which there is a $10 registration 
charge for instructional material and 
administration. 

For Details Circle 201 on INQUIRY CARD 


INTERIOR DESIGNS for stores, 
offices, public reception areas, etc., 
are vividly illustrated in “Ceiling De- 
sign Opportunities With Acousti-Lux 
Panels,” a 12-page brochure pub- 
lished by The Celotex Corporation. 
Practical in content, this brochure 
gives a comprehensive report on the 
design flexibility afforded by the use 
of these panels either alone or in 
combination with other Celotex prod- 
ucts. Case history examples of such 
ceilings are pictorially shown point- 
ing out functional efficiency. 

For Details Circle 202 on INQUIRY CARD 


DINNERWARE CARE is the sub- 
ject of this eight-page booklet guide 
to handling melamine dinnerware in- 
cluding a step-by-step instructions 
chart on the recommended method of 
washing dinnerware. Other factors 
discussed are lightness in weight, 
noise reduction, uniformity for space- 
saving stacking, stain prevention, in- 
sulating qualities, non-toxic sanitary 
qualities, uniform composition, and 
range of colors, styles and accessory 
pieces. 

For Details Circle 203 on INQUIRY CARD 


CHILDREN’S BOOKS AND PLAY- 
THINGS are covered in this catalog 
issued by The Saalfield Publishing 
Company. Catalog includes more than 
400 individual items plus a variety of 
assortments. Principal categories in- 
clude coloring, activity, story books, 
paper doll books and boxes, picture 
lacing and sewing card boxes, adult’s 
and children’s puzzles, activity boards 
and sets, games, artcraft items, 
crayons, magic paints, and water- 
color boards. 

For Details Circle 204 on INQUIRY CARD 


SPRING HINGE CATALOG wanes 
by the Chicago Spring Hinge Co., in- 
cludes description of the new Shallow 
Mortise Design hinges added to the 
company’s line. Also included is data 
on Chicago full height louver door 
hinges. The 50-page catalog con- 
tains helpful information for select- 
ing proper hinges and complete spec- 
ifications for ordering. 

For Details Circle 205 on INQUIRY CARD 


CHALLENGER LINE of steel and 
wood store fixtures is illustrated and 
described in this 52-page catalog is- 
sued by M & D Store Fixtures, Inc. 
Portions of the catalog are in full 
color and several pages depict com- 
pletely flexible fixtures fully merchan- 
dised in hardware, toy, variety, etc. 

For Details Circle 206 on INQUIRY CARD 


TAPE DISPENSERS AND MOIS- 
TENERS are illustrated and de- 
scribed in this four-page catalog bro- 
chure issued by Seal-O-Matic Dis- 
penser Corporation. Also included 
are models of brush and roller seal- 
ers. 

For Details Circle 207 on INQUIRY CARD 
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LIVE BETTER .. ELECTRI- 
CALLY, Retail Promotion Handbook, 
a 24-page brochure issued by Live 
Better Electrically. 

Case histories of the successful, 
multi-dealer “Live Better Electrically 
Week” in Westbury, N. Y., and a 
similar “Electric Living Week” in 
Keokuk, Iowa, are given examples of 
community promotions. 

An examination of local home 
shows and the Live Better Electri- 
cally Medallion Home program winds 
up the idea-packed brochure. 

For Details Circle 235 on INQUIRY CARD 


REEVE STORE EQUIPMENT, 
Catalog 58, 60 pages and cover, plas- 
tic bound, published by Reeve Com- 
pany. Three of the gondolas are 
shown in full color. There are many 
half-tones showing actual use of the 
various Reeve fixtures. Line cuts of 
various parts such as standards, panel 
guides, brackets are shown. Booklet 
also shows many specialized display- 
ers. 

For Details Circle 236 on INQUIRY CARD 


REFLECTOR LAMPS for use in 
factories, mills, foundries, stores, 
schools, offices . . . indoors and out- 
doors . .. are described and _ illus- 
trated in eight-page booklet issued by 
Sylvania Electric Products, Inc. In- 
cludes complete specifications as well 
as section on how to estimate light 
intensities for illumination planning. 

For Details Circle 237 on INQUIRY CARD 


PORTABLE LAPPING MACHINE 
AND LAWNMOWER “RECONDI- 
TIONER” advantages are outlined in 
this four-page folder released by The 
Fate-Root-Heath Company. Folder 
describes and illustrates both units 
giving specifications of each. 

For Details Circle 238 on INQUIRY CARD 


FISHING FOR SALES WITH 
THE RIGHT BAIT, a 20-page bro- 
chure offered by Universal Match 
Corporation. The uses of match books 
are shown. This booklet not only 
shows how to use match books, but 
how to prepare them and also various 
ways that they have been used by 
other firms. 

For Details Circle 239 on INQUIRY CARD 


STEEL STRAPPING TOOL pneu- 
matically powered is described and 
illustrated in this eight-page booklet 
issued by Acme Steel Company. Book- 
let shows typical applications, picto- 
rial operating instructions and speci- 
fications. 

For Details Circle 240 on INQUIRY CARD 


SIMPLEX MODEL 400 lawnmower 
sharpener is described and illustrated 
in this four-page folder issued by The 
Fate-Root-Heath Company. Grinder’s 
major operating features are outlined 
in detail. 

For Detalls Circle 241 on INQUIRY CARD 
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BUSINESS FORMS AND SYSTEMS 
catalog illustrates and describes the 
various types of stock forms available 
and how they can be used to greatest 
advantage for efficient, systematic 
and profitable control of any business. 
Several sections show forms in gen- 
eral use covering all the basic func- 
tions of business—purchasing, receiv- 
ing, payroll, accounting, invoicing, 
etc. Catalog is bound in an attrac- 
tive, hard cover. 
For Details Circle 242 on INQUIRY CARD 


BEST-READ BOOK IN AMER- 
ICA, is an 8-page booklet produced 
by Universal Match Corporation 
which refers to match books. The 
text discusses surveys showing who 
reads match books, on why they are 
read, a section on how they are used 
and other information of interest to 
persons contemplating match book 
advertising. 

Fer Details Circle 243 on INQUIRY CARD 


BELLE 


OUTDOOR ELECTRICAL FIX- 
TURES eight-page catalog issued by 
The Passante Company illustrates 
and describes the company’s complete 
line of coach lanterns, Colonial en- 
semble, matching groups and the fu- 
turistic Rotorama and Flair series in- 
cluding dimensions, construction and 
design features. 

For Details Circle 244 on INQUIRY CARD 


FACTS ABOUT FANS is a 12- 
page booklet offered by the National 
Electrical Manufacturers Association 
which describes and illustrates how 
fans are used, the right fan for the 
job, fans for year ’round use, and a 
special section on determining the 
proper size fan to use. 

For Details Circle 245 on INQUIRY CARD 


THIRTEEN GLOBES edited to 
schoolroom standards are illustrated 
and described in this four-page bro- 
chure issued by The George F. Cram 
Company, Inc. Included in the line 
are illuminated globes styled to com- 
plement any decor. 

For Details Circle 246 on INQUIRY CARD 


“DESIGNED TO MAKE YOU 
MONEY ...,” a four-page brochure 
about store fixtures as presented by 
San Francisco Wood Products Co. 
Many different types of wood fixtures 
are shown. 

For Details Circle 247 on INQUIRY CARD 


VUE 


YOURS 
COMPLETE 


FOR ONLY 9gr 


With glass divider — $119.00 


(F. ©. B. REDWOOD CITY) 
WRITE FOR FREE 
DESCRIPTIVE LITERATURE 


BELLEVUE C)uecelity FIXTURES feature: 


Metal brackets, slim taper design show more merchandise. Brackets are made of two 
pieces of sheet steel welded together for maximum strength. 

Shelving, metal perforated for glass binning, glass shelving is also available if desired 
Price tag molding—%"' Polished Aluminum furnished on metal shelves and decks. 
Pegboard panels, '4'' enameled hardboard furnished as standard equipment 


Heavy duty standards made of I4 ga. 


increments. 


steel feature shelf adjustments of one inch 


Adjustable pads for leveling fixtures on uneven floors. 


Stee! kickplates sloped for toe space. 





J DISTRIBUTORSHIPS AVAILABLE | 





BELLEVUE COMPANY 


701 HURLINGAME AVENUE 


REDWOOD CITY, CALIFORNIA 


Phone EMerson 8-4967 





Your customers 
need them! 


All Purpose C 
Brooms that 
clean sidewalks, 
patios.. barbecue 
areas, in any 
weather 


So useful because they outlast con- 
ventional brooms by three to one... 
sweep cleaner because Duratex plastic 
fibres actually pick up dust by mag- 
netic action .. . and Duratex is im- 
pervious to commonly used petroleum 
and caustic products. Freeway brooms 
are excellent for industrial and farm 
use, too. 


Let the Freeway Broom sell itself 
for you! Order your supply today in 
the new self displaying cartons. 





1 pect inners etolmon toon 


OFF y 


Pest gon 


AMERICAN 
PUSH BROOM CO. 


. 114 Fern Street 
San Francisco » ORdway 3-8891 


For Details Circle 22 on INQUIRY CARD 
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SCHEDULE OF CONVENTIONS AND SHOWS 


July 20-25 CALIFORNIA GIFT SHOW, Ambassador & Biltmore 
Hotels, Brack Shops and Merchandise Mart. (Trade Shows 
Ltd., 672 So. Lafayette Park Place, Los Angeles 57, Calif.) 


July 21-25 WESTERN SUMMER MARKET, Merchandise Mart, San 
Francisco, Calif. (Henry Adams, Merchandise Mart, 1355 
Market St., San Francisco, Calif.) 


July 27-30 AFTM FISHING TACKLE TRADE SHOW, Sherman 


Hotel, Chicago, Ill. (AFTN, 480 Bond Bldg., Washington 
6, D.C.) 


July 27-31 NATIONAL RETAIL HARDWARE ASSOCIATION 
CONGRESS, Conrad Hilton Hotel, Chicago, Ill. (National 
Retail Hardware Assn., Russell R. Mueller, 964 N. Penn- 
sylvania St., Indianapolis, Ind.) 


August 38-6 WESTERN GIFT & HOUSEWARES SHOW, Merchandise 
Mart, San Francisco, Calif. (Western Gift & Housewares 


Assn., Henry Adams, 1355 Market St., San Francisco, 
Calif.) 


August 3-6 GIFT, CHINA, GLASS, JEWELRY, TOY, STATIONERY 
& HOUSEWARES SHOW, Exhibit Hall, San Francisco, 
Calif. (Kay Leber, WMEA, 1855 Market St., San Fran- 


cisco, Calif.) 


August 10-13 PORTLAND GIFT SHOW, Public Auditorium and Plaza 
and Benson Hotels, Portland, Ore. (Kay Leber, WMEA, 
1355 Market St., San Francisco, Calif.) 


August 17-20 SEATTLE GIFT SHOW, Civic Auditorium, Olympic and 
New Washington Hotels, Seattle, Wash. (Kay Leber, 
WMEA, 1355 Market St., San Francisco, Calif.) 


August SPOKANE GIFT SHOW, Davenport Hotel, Spokane, 
Wash. (Kay Leber, WMEA, 1355 Market St., San Fran- 
cisco, Calif.) 


August 31- ALLIED GIFT & JEWELRY SHOW, Hotel Adolphos, 
Sept. 4 Dallas, Texas (Allied Exhibitors, Inc., 3832 Wilshire Blvd, 
Los Angeles, Calif.) 


Sept. 3-5 14th INDEPENDENT HOUSEWARES VARIETY AND 
NOVELTY MERCHANDISE EXHIBIT, Riviera Conven- 
tion Hall, Las Vegas, Nevada (Independent Housewares 
Exhibit, Inc., 8 South Dearborn Street, Chicago 3, IIL, 
Jules Karel, Show Manager). 


Sept. 7-10 MIDWEST HARDWARE & HOUSEWARES SHOW, 
Navy Pier, Chicago, Ill. (Sponsored by State Hardware 
Associations of Illinois, Indiana, Michigan and Wisconsin, 


William B. Moody, manager, 1451 Merchandise Mart, 
Chicago, III.) 


Sept. 14-17 DENVER GIFT & JEWELRY FALL SHOW, Hotel Al- 
bany, Denver, Colo. (Allied Exhibitors, Inc., 3832 Wilshire 
Blvd., Los Angeles, Calif.) 


Sept. 28-30 PHOENIX GIFT & JEWELRY SHOW, Hotel Westward 
Ho, Phoenix, Ariz. (Allied Exhibitors, Inc., 3832 Wilshire 
Blvd., Los Angeles, Calif.) 


Sept. 28-Oct.1 NATIONAL BUILDERS’ HARDWARE ASSOCIATION 
EXPOSITION, Hotel Sherman, Chicago, Ill. (W. S. Has- 
well, 515 Madison Ave., New York, N. Y.) 


Sept. 29-Oct.8 NATIONAL HARDWARE SHOW at New York Coliseum, 


New York, N. Y. (Frank Yeager, 331 Madison Ave., New 
York, N. Y.) 


PRE-HOLIDAY GIFT, HOUSEWARES & TOY SHOW, 
Merchandise Mart, San Francisco, Calif. (Henry Adams, 
1355 Market St., San Francisco.) 


AMERICAN HARDWARE MFRS. ASSOCIATION CON- 
VENTION, Convention Hall, Municipal Auditorium, At- 
lantic City, N. J. (Thomas A. Fernley, 1900 Arch St., 
Philadelphia, Pa.) 
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MERCHANDISING AIDS (Cont. from page 43) 





TAKE ALONG AN 


SIX-PAK DIS- 
PLAY for Eagie 
water bags made 
by H. Wenzel 
Tent & Duck 
Company comes 
in assorted colors 
with a two-color 
selling message 
and one water 
bag secured to 
the front. Re- 
quires only 15” 
x 3” of counter 
space or it can be 
hung on wall. 
> For Details Circle 134 
, ' on INQUIRY CARD 


TRAVELER 





2 


ere all you could wish for... 
COMPACT 
FLOOR UNIT ———> 

that displays alu- 

minum screens 


eligi me SAN FRANCISCO 
offered by Rudi- GIFT AND HOUSEWARES SHOW 


ger-Lang Co. - . 
Unit features August 3 - 6, 1958 
free measuring f 

directions and 

model inventory 

that takes care 

of about 90 per- 

cent of casement 2, 

—s a 2 Stationery and Toys. 


For-Details Circle 135 


on INQUIRY CARD Hundreds of domestic and foreign 


lines shown in the Mart give you 


POCKET-SIZED 
angle meters 
measuring win- ; : 
dow angles for necessary to maintain your 
bay, and other 
odd-shaped_ win- 
dows for cut-to- 
measure traverse : ™, 
rods and tracks 

are offered by 

Stanley-Judd for 

$7.50 per 100. 

Meter tells how 

to measure as 

well as what to 

measure. 

For Details Circle 136 


“ist WESTERN MERCHANDISE MART 


San Francisco 


Also at the Civic Center Exhibit Hall, 
Sheraton-Palace and 3t. Francis Hotels 
For Details Circle 23 on 'NQUIRY CARD 


the best and most varied selection 


competitive advantage. 
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IN MEMORIAM 





DONALD A. KOHR 


DAYTON, Ohio — Donald A. Kohr, 
81, retired board chairman of The 
Lowe Brothers Company, died June 
14 at the Miami Valley Hospital here. 

Kohr joined The Lowe Brothers 
Company in August, 1901, as a chem- 
ist, becoming assistant general super- 
intendent in 1906, and general super- 
intendent in 1912. In 1916 he was 
named to the board of directors, and 
to the post of general manager in 
1920. He also served as secretary and 
vice president before assuming the 


FRED B. THOM 


WENATCHEE, Wash.—Fred B. 
Thom, 57, well-known hardware 
dealer here, died May 27 following a 
sudden illness. Thom was employed 
by Wells and Wade for 16 years and 
later served as salesman for the Jen- 
sen Byrd Co. For several years he 
owned and operated his own hardware 
store until stricken with a heart at- 
tack one year ago. 

He had apparently recovered and 
was salesman for Yakima Hardware 
Co. when stricken. 


JOSEPH G. KILMER 


SPOKANE, Wash.—Joseph G. Kil- 
mer, 70, owner of Kilmer & Sons 
hardware company here, died May 30 
at his home. 

A native of Bobcagen, Ontario, 
Kilmer came to Spokane 63 years ago 
and established the Empire Tire Re- 
pair and Supply Company in 1910. 
The firm merged with his father’s 
hardware company in 1914 and the 
name Kilmer & Sons was adopted. 
Kilmer assumed presidency of the 
company following his father’s death 
in 1937. 





Where's The Number? 


Due to mechanical limitations the IN 
QUIRY NUMBER is sometimes omitted 
at the bottom of an ad To find the 
inguiry number check the INDEX TO 
ADVERTISERS on Page 62 


position as president in 1927. 
Elevated to chairman of the board 
in 1954, Kohr held that position until 
his retirement in October, 1956. He 
was born in Ft. Wayne, Ind., and at- 
tended Otterbein College, and gradu- LOS ANGELES — Ernest Drew, 
ated from Ohio State University in owner of Rosemead Hardware, died 
1898. here June 2. Drew \ was 80 ‘years old. 


ERNEST DREW 


of this issue 


CIRCLE THE NUMBER — WE DO THE REST 











ALWAYS SELL GENUINE 


Write for Free 
Wit-iaehitia- 


— MOLLY CORP. 


— Reading, Pa. 


SCREW ANCHORS and JACK NUTS 


For Details Circle 24 on INQUIRY CARD 


TWO GARDEN ITEMS THAT SELL | 





A real help 
for salespeople 


CHINA & GLASS 


By H. 9. Wilson 


ae) 


This 56-page booklet reveals sales and merchandising 
ideas for all types of dinnerware, glassware and table 
accessories. It < gives the historical background, man- 
vegeta methods and window and in-store display 
ideas. 

Get this excellent sales aid, today. Send 25 cents for 
each booklet to... 


HARDWARE WORLD SERVICE BUREAU 
1355 Market Street San Francisco 3, Calif. 


For Details Circle 27 on INQUIRY CARD 


WATER BUBBLER 
The one unique gadget you screw 
on a hose for deep irrigation with- 
out washing. 


Write for Current Price Lists and Sales Folders 
GARDEN PRODUCTS DIVISION 


Wurfgrass( Farm 


=a 


For Details Ci Circle 26 on INQUIRY CARD 


HOSE STAKE 
At last, an answer to damaged 
flower beds and broken hoses. 


— 4961 E. 22nd — Tucson, Ariz. 


























MARSHALLTOWN TROWEL COMPANY ¢ MARSHALLTOWN, IOWA 


_For Details Circle 28 on INQUIRY CARD 


NOW | in a new leahe squeeze bottle 
TEHR-GREEZE white fabric cement 





Come in attrae- 
tive 3-color 
counter dis- 
play carton, 
(12 toe 
package ). 


Same high quality patching cement i ina 
handy plastic squeeze bottle that elim- 
inates messy paddles, brushes, and waste. 
Easy to apply . . . Tehr-Greeze patches 
and repairs any material it can fene- 
trate. Thousands of uses. Sold by leading 
jobbers and dealers everywhere. Comes 
in 2 oz. and 6 oz. plastic bottles. Also 
packed from 2 oz. to | gallon in glass. 
Write for prices and literature. 


___VAL-A COMPANY ”™: Root St., Chicago 9, IMinols 


For Details Circle 25 on INQUIRY CARD 
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IN LOS ANGELES 


NEW OFFICES AND SHOWROOM 
SERVING THE ENTIRE PACIFIC COAST AREA 


aN eter 
VISUAL 
MERCHANDISING EQUIPMENT! 


Used Everywhere by the Greatest Names in Retailing! 


A COMPLETE SELECTION of merchandising and display 
equipment from one source .. . standards, brackets, 


MANY signing, pricing and binning equipment; display stands, 


complete island merchandisers, gondolas, over-counter, 


SPECIAL wall sections, etc. 


SERVICES STORE PLANNING SERVICE .. . creates a complete 


AVAILABLE store layout encompassing all phases of merchandise 


presentation, fixture design and arrangement, and self- 
serve sales techniques. 


MERCHANDISE PRESENTATION APPLICATIONS ... 
WRITE FOR THE for a department, a floor, or the entire store. Photos, 
FREE No. 59-S illustrations, schematics, store layouts, floor plans, equip- 


ment listings, etc. 
Spacemacte” 
CATALOG aaa tea ge): Visit Our Showrooms 


Hundreds of ideas on the latest Bien alltel: a Ge A 1A 0 Sa DEST AEE T LT TO 

cor ean ae HARDWARE CORP. OF CALIFORNIA 

illustrations. 851 S. LOS ANGELES ST. LOS ANGELES, 15, CALIF. 

MELROSE PARK, ILL. NEW YORK N.Y. 
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~ CORNER 


SMALL BOAT RUNNING LIGHT 
KIT features a handy self-display 
package for retailer and consumer 
convenience and contains everything 
needed for a boat owner to install his 
own light system. Made by Burgess 
Battery Company. 
For Details Circle 290 on INQUIRY CARD 
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Srow-awav’ 


STOW-AWAY ANCHORS are at- 
tractively displayed in this shipping 
and display carton that holds six 
anchors and tells a punchy informa- 
tive sales story. Alloy Marine’s mer- 
chandising aid makes anchors an im- 
pulse sales item. 
For Details Circle 291 on INQUIRY CARD 
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FULL COLOR point-of-sale display 
unit is offered for Winchester-West- 
ern’s line of 22 caliber rifles. The 
lithographed unit includes four ad re- 
prints in simulated wooden frames 
and interchangeable panels. Unit is 
designed for wall, window or counter 
use. 
For Details Circle 292 on INQUIRY CARD 


“COLOR-KEYED” display packages 
for Kelux Safety Snaps have been 
introduced by the Art Wire and 
Stamping Company. To select size he 
wants, customer glances at color 
chart “Key” on card behind tubes, and 
picks tube with the matching colored 
cap. Simplifies inventory control. 
For Details Circle 293 on INQUIRY CARD 


SEVEN NEW ITEMS have been add- 
ed to the Old Pal line of fishing gear 
in the above display. These include 
minnow Oxy-Charger, Tow Bucket, 
Hand-E-Floater, Sportsman Heater 
and Grill, Picnic Grill, Sportsman’s 
Chain and Fish Stringer. 
For Details Circle 294 on INQUIRY CARD 


“BIRTHDAY” PROMOTION KIT is 
offered by the Daisy Manufacturing 
Company in celebration of its 75th 
birthday. Kit features display card 
84%” x 11”, a pyramid gun display 
(94,.” x 9”) holding any Daisy rifle 
plus five Daisy catalogs and a news- 
paper mat ad. 
For Details Circle 295 on INQUIRY CARD 


HARDWARE WORLD 





BRIGHTLY COLORED ‘“‘header 
hang permits dealer to display life 
preserver vest and jacket packaging 
on Peg-Board. Where cushion has a 
design, the printed area of the pack- 
age is on reverse side so full color 
design shows on the other side.— 
Style-Crafters, Inc. 
For Details Circle 296 on INQUIRY CARD 


HOOKOUT clear view hook remover 
is standard packed one dozen to a 
carton. Special “ll-and-1” pack of 
one dozen includes one Hookout with 
long chain and display tag for screw 
attachment to sales or display counter 
where fishermen can see and handle 
it.—Ardmore Specialties. 
For Details Circle 297 on INQUIRY CARD 
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HI-SPOT braided nylon ated line is 
packaged in a successful dealer-tested 
skin packed cards for point-of-sale 
merchandising. Shipped six 50-yard 
spools on a perforated card.—Gude- 
brod Bros. Silk Co., Ine. 
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EXTRA MEASURE of accuracy in 
pouring motor oil is offered to out- 
board users by the Amalie Pennsyl- 
vania Outboard Oil container. Back 
of can is diagrammed with radius of 
angles, each angle position keyed to 
a specific quantity of oil being poured 
when can is tilted. 
For Details Circle 299 on INQUIRY CARD 


SPORTS CORNER 


DISPLAY CARTON imprinted in 
green, black and white on an alumi- 
num foil background holds 12 small 
De-Liars, packaged in individual 
boxes. Carton top folds back making 
easel-type display.—Langley Corpo- 
ration. 
For Details Circle 300 on INQUIRY CARD 





ALADDIN PROMOTES DISPLAY CONTEST 


Aladdin Laboratories, Inc., is pro- 
moting a Jon-E window or inside- 
store display contest for Jon-E deal- 
ers who will win a total of $4,200. 
The contest will be held during the 
fall months. Dealers’ entries will be 
divided into A, B and C classes deter- 
mined on annual volume in sporting 
goods. The theme of the contest: 


“Keep Warm, Have More Fun Out- 
Free display material to help 
the dealer build a winning display is 
available postpaid. Included are giant 
60” x 40” poster, two 27” x 6” two- 
color Jon-E streamers, and one 10” x 
24”, four-color, self-adhering, acetate 
window poster. 
For Details Circle 301 on INQUIRY CARD 
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No. M-S Victor 
2-Pac, 15¢ 
(2 Victor mouse traps) 
No. M-O Victor 
4-Pac, 29¢ 
(4 Victor mouse traps) 


Am ms mney omens 


No. M-P Victor 
Twin-Pac, 15¢ 
(2 Victor mouse traps) 


Gone are the days of one-at- 
a-time mouse trap sales when 
you sell Victor traps. Victor 
mouse traps are ‘“‘dressed-up 
to sell” 2 or 4 at a time in 
the new Twin-Pac, 2-Pac or 
4-Pac display packages. 
When you add this sales ap- 
peal and quantity buying to 
the big mark-up Victor gives 
you to start with, you’ve got 
the trap to catch more profits 
than ever before. 


Order Victor mouse and rat traps from 
your wholesaler, today! 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA. © PASCAGOULA, MISS. e BERKELEY, CALIF. e NIAGARA FALLS, CANADA 
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packaged 


FELTOID TIPS 


on sight 


Add another salesmaker to your traffic- 
building line of Bassick Casters and 
floor protectors. 

Feltoid tips now come in a new see- 
through, sales-suggesting package for 
each set of four. Highest quality felt 
bases protect highly polished floors and 
furniture surfaces. 

Your customers can use plenty of 
them—on light furniture, end tables, 
radio cabinets and other accessories— 
anywhere there’s a highly polished floor 
or table surface needing protection. 


Other profitable floor protectors it 
pays to display are shown above. At 
left are Bassick rubber-cushion glides 
for furniture legs. At right is the No- 
Mar furniture rest for heavier furniture. 
The Bassick Company, Bridgeport 5, 
Conn. In Canada: Belleville, Ont. e614 


Bassick 

* . 

: Me SYMBOL OF EXCELLENCE 
» 

* se MAKING MORE HUNDS OF CASTERS. .. waniNG CASTERS DO MORE 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. Every 
care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 48 
when 


desiring further information 


about advertisement. 


A 


American Chain & Cable Co. 
American Push Broom Co... 
Animal Trap Co. of America... 
Arvey Corp., R-V Lite Div... 


Atlas Tack Corp.. 


B 


Baker & Hamilton (20).. 
The Bassick Company. . 
Bellevue Company ... 


Bethlehem Pacfic Coast Steel Corp.. 


Champion DeArment Tool] Co. (1).Front Cover 


Colorado Fuel & Iron Corp... ..Back Cover 


Cyclone Fence Dept., Amer. Steel & Wire 


Div., United States Steel 


D 


E. I, Du Pont de Nemours & Co. (Inc.) 


Alathon 


John H. Graham & Co., Inc. (2).Second Cover 


H 


Hol-Dem Electric Fencer Co. 


M 


Marshalltown Trowel Co 
Robert E. Miller & Co., Inc. 
Molly Corporation 


Mouli Manufacturing Co. 


Peters Cartridge Co... .. Third Cover 


Red Devil Tools. 

Reeve Company 

Reflector Hardware Corp. of California.. 
Remington Arms Company. 


Republic Molding Corp... 


8S 


Schlueter Manufacturing Co. 
Southern Screw Co. 


Strataflo Products Inc... 


The Turfgrass Farm 


Val-A Company 


Wahl Clipper Corp. 
Western Merchandise Mart 
Wilshire Manufacturing Co 


G. F. Wright Steel & Wire Co 


Yardley Plastics Co.. 
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the most 
successfully promoted 


THA ON roduc 
a : ‘ | ‘a ie world. . New! 
MOULI 


fain puttteralidinc tren. cnetigionst |. aan UTILITY 


Se: |e ome egos BASKETS 


linoleum 





At a touch ex- 


Hod ; ne 
to score, ‘ r clusive miracle- 
with metal . 8 to clip coupons PKIKI YK Mm mesh links change 
straight edge : . oe, Ne shape instantly 
J j ¥ : 


Used daily as a 





salad and vege- 


° va rT" 7 , ™ as table washer. Drainer 
to slit ‘ © to scrape windows SY Lod) , blancher, colan- 
—_..-«s- corrugated boxes Y : der, trivet, fruit 


and flower holder, 
etc etc 





\ 


Aluminum handle contains five spare blades. Individually ts tremen@ens 
. . . . 'W p 
boxed, complete with five blades, six to a display. Retail aed esate: wate 


$1.00 each. Refill package of 5 quality blades, 55¢. Ten rast 
packages to a two color display. eee eee 


$4 rte) packed in ea. doz. Wt.7 Ibs. 
up. 


Order from your jobber to- 


High quality steel, double 
hot tin dipped for lasting 


Fryer 
protection Deep Frye 


sp” maga Devil's pricing policy of 
% “full discount” applies. 


day or write for catalog 


on complete line 
Retai Steam Cooker 


Rod Devil Toots. : MOULI Manufacturing Corporation 


Union, N. J., U.S.A. @ 622 91 Broadway — Jersey City 6, N. J. 
Phone: HEnderson 5-7267 
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Learn More About Selling... 
CHINA and GLASS 


A REFERENCE AND SALES AID BOOKLET 
for Salespeople in Housewares 


China and Glass was written by the late H. Q. Wilson who served in 

the china and glass industry as both a buyer and a manufacturers 

sales representative for many years. This 56-page book gives the 

basic information that is important to all salespeople. It reveals 

, the historical background, describes the manufacturing methods, 

The history, displaying. pad ceiling — © and presents the fundamentals in merchandising of pottery, dinner- 


of China and Glass written especially | ware and glassware. 
to aid cotall buyers sod sales -talf 


improve volume and profit. 

ase i BUY A COPY FOR EVERY SALES PERSON IN YOUR STORE 

. at the special price of 25 cents each. Send cash or use our 

inquiry card. Just circle on the inquiry card the corresponding 

number that is listed below. List after “Remarks” how many copies 

you want. They will be sent to you along with an invoice. Pay 
later. 


HARDWARE WORLD SERVICE BUREAU ° 1355 Market St., San Francisco 3 
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FOR SALE 

Retail Hardware—Paints—S porting 
Goods. Well established. Thriving 
agricultural community North Cen- 
tral California. Clean stock. Owner 
retiring. Address Box A-917, care 
HARDWARE WORLD, 1355 Market 
St., San Francisco 3, Calif. 
WANTED 
MANUFACTURERS’ REPRESEN- 
TATIVE SALESMEN OR DEAL- 
ERS. For new, modern PLASTIC 
RAIN GUTTERS. Many open terri- 
tories. Address P.O. Box 242, Bur- 
bank, Calif. 





Pac. S. W. Hdwe Assn. 
Changes '59 Show Location 


LOS ANGELES—Otto Grigg, man- 
aging director for Pacific Southwest 
Hardware Association, announced 
that the 1959 show will be held in the 
great Western Exhibit Center here. 
Show dates are February 22-24, giv- 
ing the advantage of a Sunday open- 
ing. 

The new site is just minutes from 
downtown Los Angeles and offers the 
opportunity of providing space for 
400 one-level exhibits. In addition a 
smaller building on the grounds will 
house special foreign section of ex- 
hibitors now being arranged through 
the consulate corps of Los Angeles. 

At the same time, Grigg announced 
that the association’s annual conven- 
tion will be separated from the show. 
Plans are now to hold the annual con- 
ventions in the Fall at various loca- 
tions within the association’s area. A 
different site will be selected each 
year. 





Announcements in this section are inserted at the vate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 





ITIES 


WANTED 
HOUSEWARES LINES WANTED 
BY AGGRESSIVE MANUFACTUR- 
ERS’ REPRESENTATIVE FOR 
NORTHERN CALIFORNIA. FOR 
HARDWARE, RACK, VARIETY, 
DRUG JOBBERS, FOOD CHAINS 
AND DEPARTMENT STORES. AD- 
DRESS Box A-918, care HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 





P & K Elects Suva 

ARROWHEAD SPRINGS, Calif.— 
Wally Suva, housewares buyer for 
Frederick and Nelson department 
store, Seattle, was elected president 
of the Associated Pot and Kettle 
Clubs of America at the 27th Annual 
Convention here June 24. 

Other officers elected for the com- 
ing year were C. Roderick Adams, the 
Robert S. Barke!l Company Merchan- 
dise Mart, San Francisco, first vice 
president; Joe Dungan, Portland, 
Ore., Parmley Co., Portland, second 
vice president; Ray Wadlington, Se- 
attle, treasurer, and Harold Wolf, 
Seattle, Wash., manufacturers’ repre- 
sentative, secretary. 

More than 300 persons were in at- 
tendance at the convention which was 
held at the Arrowhead Springs Hotel 
here. 





BOOK FOR SALESPEOPLE 
CHINA AND GLASS by H. Q. Wil- 
son, a 56-page book which reveals 
historical background, manufacturing 
methods and merchandising of pot- 
tery, dinnerware and glassware. Ex- 
cellent sales reference for sales peo- 
ple. Special price $.25 each. HARD- 
WARE WORLD SERVICE BUREAU, 
1355 Market St., San Francisco 3. 


Alathon Winners Named 

The “Name Me” contests for retail 
dealers stocking pipe of “Alathon” 25 
polyethylene resin will close on July 
31, according to the sponsor, E. I. Du 
Pont De Nemours & Company. 

The first of five of these contests 
for retail dealers showed two West- 
erners in the hardware field as win- 
division No, 4. They are 
Norman Mesher, Mesher Supply Co., 
1530 First Ave., S., Seattle 4, Wash- 
ington, who submitted the name 
“Husky Line.” The other is George S. 
Barela, E. Cosgroves, Inc., 205 Bull- 
ard Street, Silver City, N. M. His 
name submitted was “Little Tuffy.” 
The announcement of the winners of 
the other four contests will be made 
subsequently as will be the selection 
of four grand prize winners who will 
receive 1958 Ford Rancheros for sub- 
mitting the best name for the now- 
anonymous cartoon character which 
identifies pipe made of “Alathon.” 


ners in 





REMODELING ??? 
NEW STORE ??? 


HANDY 
GRAPH SHEET 


Ample space is available on this large 
graph sheet to lay-out departments, 
fixtures, gondolas, etc., for a store up 
to 100x150 feet. Scale is 4” to LW’. 
Save costly errors—send for this 
GRAPH SHEET—Only 50¢ from 
HARDWARE WORLD, 1355 Market 
Street, San Francisco 3. 





REGULAR— 


7 sixes for every need 


One set of 4 in a 

3-color box. [2 boxes 

in @ 3-coler display carton. 

SIZES: I¥2", 1%", A", 4%", "A", #". 





DOMES ° SILENCE 


Extra case hardened. Excellent mirror finish, 
plus a heavy nickel plate. . 


FURNITURE LEVELER— 
Adj 1 Cc. hi 
tion Leveler and Glider 
for Uneven and Un- 
steady Furniture. 


SIZES—I"" base, 4 on 
card; 1'4"", 2 on card; 
i/,"", 2 on card. Drive 
into universal socket 
or 5/16" hole. 
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Ask your jobber or write—[;f¢]:]3- am Fa (G03: aetemm | (ome LU J1-1a mtn Ch mele oe Oe 


DOMES ~: SILENCE 


ER-CUSHIONED! 
GLIDE 


SOFTLY, SILENTLY, 
SMOOTHLY, OVER 
ALL FLOORING. 
SIZES AND TYPES 
FOR ALL WOOD OR METAL FURNITURE. 


RUBB 
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PETERS 


means 


to your customers! 


That's why it pays to tA 
stock, display and push the 

entire power-packed line of 

PETERS “High Velocity” 


sporting ammunition. 


PACKS THE\ POWER 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 
“High-Velocity” 1s a trademark of Peters Cartridge Division, Remington Arms Company, Inc. 
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sell the versatility of 
CFcal HARDWARE CLOTH 


You can serve your customers better. . . and, at the same time, increase your 
sales ... by suggesting these uses of CFal Hardware Cloth to your customers. 








The lower portion of 
your screen door will 
be a great deal 
stronger and less 
subject to damage by 
children or pets if it 

is reinforced with 
CFal Hardware Cloth. 
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The family pets are 
free to romp 
anywhere in this 
yard... yet the roots 
of the young trees 
are protected by 
long-lived CFal 


CFal Hardware 
Cloth, fastened 
under a low course 
of roof shingles and 
across the top of 

the gutters will 
prevent leaf 
accumulation without 
impairing the effec- 
tiveness of the gutter. 





Once rats establish 
themselves in a house 
it is difficult to 
eradicate them. Low 
windows and other 
openings should be 
screened with CFal 


Hardware Cloth. Hardware Cloth. 


Whether you are 
building a rabbit 
hutch, a cage for 
white mice, a pen for 
fur bearing animals 
oan ever fopet Sor ond materi 

oat for seed beds and 

_ Cloth will meet your 


. gardens. 
requirements. 


Home gardeners 
often use simple 
screens made from 
CFal Hardware 
Cloth to prepare 


All of these suggestions, plus many more, 
are shown in a handy folder prepared 
be sure you sell them by CFal for the iui of both you 
CFal HARDWARE CLOTH — That way you know and your customers. We'll be glad to 
they're getting a hardware cloth that’s heavily supply you with the copies you need. 
galvanized for extra long life and added stiff- Ask your jobber for full details. 
ness ... won't break even when it’s severely 
bent... retains its formed shape...and is 


available in a complete range of mesh sizes. A Re DWAR ft 
See your jobber for complete details on CFal 
Hardware Cloth... Today. Cc L © T Hi 
THE COLORADO FUEL AND IRON CORPORATION 


Albuquerque » Amarillo - Billings - Boise - Butte - Denver - El Paso - Ft. Worth » Houston + Kansas City « Lincoln « Los Angeles - Oakland - Oklahoma City 
Phoenix + Portland - Pueblo + Salt Lake City - San Francisco - San Leandro - Seattle - Spokane + Wichita 


CANADIAN REPRESENTATIVES AT: Calgary - Edmonton - Vancouver - Winnipeg 4618 
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